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Anywhere in the world... any time of the year... 
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TWA’s special services 


successful conventions 


Let TWA convention specialists help you contact mem- 
bers, reserve space, make all arrangements on conven- 
tion flights... even select a convention site. These 
special TWA services are yours at no extra cost — 
assure your convention a maximum of success with a 
minimum of trouble for you. 

TWA offers delegates a wide choice of fares and 
service, from economical Sky Tourist to luxurious TWA 
“Ambassador” flights. and TWA’s world-wide routes 
provide fast, convenient service for delegates every- 
where. For only TWA connects 60 U.S. cities with 21 
world centers overseas. And with TWA’s stopover priv- 
ileges, delegates may stop off for business or a short 
vacation en route at no extra fare on all overseas flights 
and First-Class flights in the U.S. They'll find it’s 
thrifty, too, to take the family along with TWA’s Family 
Half-Fare Plan. 

Ship exhibits via TWA Air Cargo — rates are low, 
schedules fast and frequent, pickups prompt. 


For complete information, call or write your local 
TWA office. Or write: Convention Manager, Trans 
W orld Airlines, 380 Madison Ave., N. Y. 17, N. Y. 


he ~ thd finest.. 


CURRENT CONVENTIONS AND SALES MEET- 
INGS USING TWA’s WORLD-WIDE SERVICE 
American Academy of Pediatrics 

Chicago, Illinois—Oct. 1-6, 1955 


international Association of Chiefs of Police 
Philadelphia, Pennsylvania—Oct. 2-6, 1955 


National Association of independent 
Tire Dealers, Inc. 
New York, N. Y.—Oct. 9-12, 1955 


American Mining Congress 
Las Vegas, Nevada—Oct. 10-14, 1955 


National Beer Wholesalers Association 
Chicago, Ilinois—Oct. 15-17, 1955 


Mortgage Bankers Association of America 
Los Angeles, California—Oct. 31-Nov. 5, 1955 


riytWA 


TRANS WORLD AIRLINES 
U.S.A. + EUROPE + AFRICA + ASIA 


=e LORS 


pie 


we wave WORLDS o. 


PLUS 


..> Know-How" on the proper use of these colors 
for an entire show or individual exhibits! American 
Decorating Company leads the field in experi- 


enced show management and production personnel. 


AMERICAN DECORATING COMPANY 


1849 West 24th Street, Cleveland 13, Ohio 
CONVENTION. MANAGEMENT Telephone—Tower 1-6045 EXPOSITION FURNISHINGS 
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7 Reasons Why 


CONVENTIONS 


are @ success 
at THE DRAKE 


£ 
banquet halls with facilities for 800. I us 
1 m ’ Cc a £ 
6§ co mittee rooms: ac oramod tin) from 


De ant sent location—on the 
selightfully convenient tye an. 
: eo of beautiful Lake ern 
( { the 600 sleeping rooms, 300 are a. 
. nly air conditioned and hav _. 
ye somplete 2 
Y jenc rsonnel to ¢ ; 
y Experieases Bons make yout cons ention 
ran smoothly and success ore 
famous dining rooms: ronrng ea 
5 Te Oak Room, the atmosp Zr. 
Prod Room and the distinctive © 
or 
House. e 
6 Owner Management prov id 
ized service. “ae 
, 3 1 
7 . Drake, with 1%s 
, pg costs no more 
hotels. 


es personal- 


24 j- 
any exclusive a 
than other leading 


SUperior 7-2200 
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CONTENTS 


Grandfather Went to Sales Meetings, Too 
Old photographs show National Cash 
Register used “new” techniques years 
ago at annual conventions 


What Do You Get Out of a Road Show? 
Bowser, Inc., discovers new use for prod- 


ucts, turns up sales prospects and lifts 
employe morale in cross-country tour 


To Make It Different When 
You Talk Advertising 


Jayson and Excello enlists aid of five pub- 
lications in advertising presentation for 
salesmen. No heavy statistics or un- 
fathomable claims. 

By Chester Roberts 


Inside Story of U.S. Exhibits Abroad 
Business gets free ride when Uncle Sam 
shows off at foreign fairs abroad. 

By Jerome Schoenfeld 


Why Don't You Invite Wives? 
Wives help improve company conven- 
tions. They're interested in company and 
help improve hubby’s performance at 
meetings. 
By E. D. Parrish, Director of Conven- 
tions, Chalfonte-Hadon Hall 40 


What Every Wife Should Know 
Tips on how the convention-going wife 
should behave if she wants to help hubby’s 
career. 
By Mrs. Martin Wheeler 


You'll Be "Brainstorming" Soon 


Industry tries creative-thinking sessions 
to stimulate imagination and apply it to 
specific problems 44 


Are You Keeping Up 
With the Changes? 


Anecdotes of old timers mix experience 
and humor in pointing out trends and 
progress in exhibiting medium. 

By C. H. Wantz, President, Exhibitors 
Advisory Council, and Supervisor, Con- 
ventions & Exhibits, X-ray Dept., Gen- 
eral Electric Co. esi 


40-Point Check List and 
Four Rules for Planning 


Put yourself in audience’s place. Review 
check list and take nothing for granted to 
insure convention success. 

By William Rados, Sales Training Con- 
sultant 


56 


Complex Visuals with 

Push-Button Simplicity 
Westinghouse traveling show synchron- 
izes two movie and three slide projectors 
with two directional speakers into pan- 
screen presentation. 
By Donald P. Smith, General Manager, 
Commercial Picture Equipment, Inc. ... 60 
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‘ia oe ee c A New Star in the Convention Sky 
to 3.500, including Bresidast, wader ginet JOLT TLE ROCK 


Pin Point Problems 
For Your Supervisors 


Sales supervisors can be trained by play- 

ing role of problem salesmen. List of 15 

problem types defines area to be covered. 

By Charles L. Lapp, Ph.D., Professor of J bes 

Marketing, Washington University 7 a oP, Ps 
x< 


i000 MILES want EN 


How Authentic Need Props Be? 


Visking Corp. uses real props, even to 
sausages, to create sales training film. 
By H. A. Lotka, Sales Manager, Food 
Casing Div., The Visking Corp. 


Exposition for ‘Wild Ideas’ 


Fir Plywood Assn., marks anniversary Served direct by American Airlines, 
with exhibit that features 50 new uses for Braniff, Delta C & S. and Trans-Texas 


os : airlines, plus excellent rail service 
plywood. Publicizes growth of industry in 10 Saaibade, A central location 


that saves time and miles. 


Are Your Salesmen Buying? 


Consider your meeting content a product 
that has to be salable to your men. Here’s 
how to do it 


Nobody But General Motors 
Could Produce a “Powerama” 


GM's technologicai circus covers 23 oo eoere Coes 
acres and includes everything from ele- FOUR MODERN HOTELS 
phants to dancing tractors WORKING TOGETHER 
MORE Convention groups and Sales Executives 
are choosing Little Rock for practical reasons 
of travel convenience and economy in this efficient 
Machine Tool Show outgrows facilities of and congenial convention climate. Close together 
enlarged Amphitheatre; cuts exhibitors’ in the modern business section, near historical 
space requests 18%. Canbiand with Pee sights, auditorium, and transportation, these four 
duction Engineering Show, event tops modern hotels have 1,350 rooms plus 35 modern} 
1947 giant meeting and banquet rooms seating up to 1,000. 


Big, Strict and Busy 


Employes Respond to 
After-Hours Workshop 


Public relations training program attracts 

70% of bank’s personnel for two-hour 

session on their own time. : . i , 
By Granville S. Morgan, Vice-President, — — 

The Philadelphia Saving Fund Society HISTORICAL SIGHTS— 
Three state capitols with the 
nationally famous Territorial 
Restoration and historical 


Training Sessions Tackle attractions, visitors welcome. 


Buyer Resistance Problem 


Beltone Hearing Aid Co. sells quality by 

developing six distributor meetings into SOUTHWEST 4H o T : L 5 

over 60 local conferences wie ew eho - 
H. J. BURFORD, bathe ar 

Pp. O. BOX 389 © LITTLE ROCK, ARK. 

DEPARTMENTS 


Nome 


Exhibit Clinic 


MUNICIPAL AUDITORI- 
Facilities Roundu UM—Manufacturers choose 
® this modern auditorium for 
regional meeting and show- 
ing of merchandise. Not the 
largest, it is the best, seating 
Meeting and Show News 3,000 in theatre style comfort 
plus the large exhibition and 

Views banquet room. 


Organization 


Index to Advertisers Address 


for cocosse emer a a 
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Moving? GS Call... 


Your ALLIED agent 


no.1 specialist 
in long-distance moving! 


NPLIER 


Comprehensive Transit Protection means 
that Allied can assume on your request 
full liability for. the actual and declared 
value of your household goods, the broad- 
est transit protection available today. 


4 


ALL J LEP 
VAR TIED 


NATION WIDE MOVING 


+ 


"FREE Booklet to help you plan your next 


move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, IL 
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Solve your travel problems with United... 


THE CONVENTION ROUTE 
OF THE NATION 


You'll find United Air Lines, with its Convention Route to 


80 principal cities coast-to-coast and Hawaii, offers a quick solution 


to your travel problems. And you have a choice of fast, dependable 


Mainliner® services: luxurious First Class, including new 
six-mile-a-minute DC-7s, or thrifty Air Coach... 


both on convenient round-the-clock schedules. 
: _ THE NATION’S NUMBER ONE 
Included in your regular First Class fare are many COAST-TO-COAST AIRLINE! 


service “extras —such as delicious mealtime service aloft 
by European-trained chefs. Also an economical half-fare 
family plan, and a choice of alternate routes. You can go 


Se: 
ne way and return another — visiting extra cities with no Harttord 
one way and ret ther 1 g extra citi —s New York. Newark 


— 
‘ ‘ > . ‘ . = . F —* d ‘ A 
increase in fare. Comfortable Air Coach Mainliner flights ra TT, — 


e ‘ é or . e Washington D.C 
provide exclusive 2-abreast seating to 23 principal 

An is K 
cities coast-to-coast and to Hawaii. << 
Take advantage of United's complete convention 
service. lt can open the way for you and your men 
to spend more time at the next meeting with less 


time off the job. Send for full details! 


Write to: M. M. Mathews, Supt. of Convention Sales, 
United Air Lines, 5959 S. Cicero Ave., Chicago 38, Ill. 
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Cake aMW LOOK 9 the 
NEW MORRISON 


You can set your sights on a big show when you 
book it in Chicago’s most modern exhibit area— 
the Morrison. Located in the heart of the loop, 
it’s convenient to all forms of transportation, 
shopping, business, and entertainment! Offering 
a total of 1850 guest rooms; 30 air conditioned 
meeting rooms for 45 to 1500 persons; space for 
770 booths and sample rooms; and unexcelled 
banquet facilities, the Morrison has all the space 
you need for your biggest shows. 


Any way you look at it... 


the MORRISON has the finest facilities 
for any show or convention 
regardless of size! 


FACILITIES 


MEETING MEETING DINING 
ROOMS CAPACITY CAPACITY 
LOWER LOBBY 
Terrace Casino 
MEZZANINE 
Cotillion Room 
Embassy Room 
Burgundy Room 
Hollywood Room 
FIRST FLOOR 
@ Constitution Room 
Ballroom & Balcony 


RS RSRSRSRSD 


Ballrooms & Parlors 
Converted to 1 unit 
SECOND FLOOR 
Parlor E 
Parlor F 
Parlor G 
Walnut Room ist ROOE 
Venetian Room 3** FLOOR—BOOTH \AYOUT ,yo sogne) 
THIRD FLOOR — . 
Madison Room 350 *The addition of ovr new Constitu- . HENNING RUBIN, Pres. JOHN B. GRANDE, Gen'l. Mgr. 
aa. “ae oe Seem On ae Grane Samson W. FRED. PUFFER, Director of Sales 
440 floor offers unexcelled flexibility 
528-30-32-34-36 in the coordination of meetings, TELETYPE CG 1685 
605 35 


catering, and exhibit functions. FRanklin 2-9600 


— o.oo 


50 
Bungalow (42nd floor) 45 


TWorrtson Hotel 


ADISO at ek ae K * moatA GO 
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FACILITIES ROUNDUP 


New Facilities Being Built or 
Remodeled for Conventions 


SAVANNAH, GA. 


¢ The Manager, formerly Savannah 
Hotel, has completed a $1-million re- 
furbishing project. Facitities now in- 
clude a ballroom for 300, another for 
200 and two smaller meeting rooms. 
Ten sample rooms which can accom- 
modate 20-25 for meetings are avail- 
able. Entire property has been air 
conditioned. 


SCOTTSDALE, COLO. 

© Architects are drawing up plans for 
a $l-million resort hotel, Winfied 
Scott, to be built here. When com- 
pleted it will accomodate 150 guests. 


GRAND JUNCTION, COLO. 


© Plans for a 250-room multi-million 
dollar hotel were announced recently. 


JACKSONVILLE, FLA. 


® George Washington Hotel will be 
doubled in size with completion in 
December, 1956, of a 15-story addi- 
tion. In addition to 260 new rooms, 
seven new meeting and banquet rooms 
are planned. A sky room on the top 
floor will have a capacity of 500 to 
800 for meetings and banquets. The 
new building will be completely air 
conditioned and will offer closed-cir- 
cuit TV. 

BINGHAMTON, N. Y. 


® Construction should get underway 
this fall for anew $3-million Sheraton 
highway hotel. The 250-room hotel 
will have a ballroom and meeting 
rooms with a capactiy of 600 to 700 
persons. Rooms in one wing will be 
on ground level with parking nearby. 
When completed about March, 1957, 
the hotel will be air conditioned with 
restaurant and dining facilities. 


RICHMOND, VA. 


© New guest-room wing and dining 
rooms of John Marshall Hotel are 
being readied for opening this fall. 
The largest banquet room will seat 
550. 


BUFFALO, N. Y. 


® The $175,000 remodeling program 
of the Hotel Lenox is still in progress. 
By next fall 70 rooms will be refur- 
bished, in addition to three private 
party rooms already completed. 


JACKSON, MISS. 


© Remodeling of the Edwards hotel, 
nearing completion, will add three 
new public rooms and two function 
rooms. Larger function room will seat 
125 for banquets and 200 for meet- 
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CAN MOVE YOUR EXHIBIT, TOO! 


THE MAYFLOWER "“MOVERAMA”.. .. an exhibit of the latest 
scientific moving, storage and packing methods and materials in use by 
Mayflower all over the nation. Three of these huge displays, built right 
into Mayflower's own vans are now touring the country from coast to coast 
as part of a series of meetings aimed at providing you with even better 
moving service wherever and whenever you need it. 


THE QUICK, ECONOMICAL WAY 
TO MOVE YOUR EXHIBITS 


Whether the job is moving your exhibit for one appearance, or through 
a series of showings in different cities, Mayflower can do it quicker and 
more economically. The number of vans you need is assigned to your 
tour, and move according to your schedule. Packing service is available 
if needed. Because the van can load and unload promptly, you can sched- 
ule your showings during a shorter period of time. Mayflower has long 
and successful experience in transporting exhibits for many of the nation’s 
leading companies. Your local Mayflower agent can make all the ar- 
rangements for you. 


AERO MAYFLOWER TRANSIT COMPANY, INC. - INDIANAPOLIS, INDIANA 


Mayflower’s organization of selected warehouse agents provides on-the-spot repre- 
sentation at the most points in the United States and Canada. To locate your local 
Mayflower agent look in the classified section of your telephone directory under 
“Moving.” 


the convention spot 


that has everything... 


Actually a village within itself, Sun Valley, 
Idaho is the ideal place for your next conven- 
tion. Along with everything that’s fun under 
the sun there’s every comfort and convenience 
facility, including a movie theatre, post office, 
photo shop, florist, gift shops and church serv- 
ices. There’s a real wide-open western welcome 
awaiting, so why not make your plans now! 
Convention season, early April to July 1 and 
after Labor Day to October 15. 


GOLF e TENNIS ¢ SWIMMING e 
HORSEBACK RIDING @ SKEET AND 
TRAP SHOOTING @ FISHING ¢@ 
MOVIES @¢ BOWLING e DRIVE 
YOURSELF SERVICE ¢ OUTDOOR 
ICE SKATING @ DANCING 

AND EVENING ENTERTAINMENT 


OWNED AND OPERATED BY 


Ble 


MEETING AND BANQUET ROOMS 
MEETINGS 


No. of Rooms 

Opera House 
Duchin Room 100 
Slalom Room 100 


(Numerous smaller rooms 20 to 50) 


BANQUET 
No. of Rooms Max. Capacity 
Lodge Dining Room 350 
Continental 600 


Liquor by the drink available per state laws 
except Sunday and designated holidays. 


Max. Capacity 


RATES: American Plan 


per person, two 
> { 5 in a room RATES ON 


$4 Per Penen REQUEST 


single room 


European Plan 


Capacity: Sleeping accommodations for 500 persons 


FOR RESERVATIONS and complete UNION 
information address Mr. Winston PACIFIC 


McCrea, Mgr., Sun Valley, Idaho. RAILROAD 


ings. Expanded ballroom will have a 
capacity of 500 to 650. 


LOS ANGELES 


® Ballroom of the recently opened 
Beverly Hilton Hotel will accomo- 
date 1,000 persons. Five other ban- 
quet rooms can serve 200 or more 


diners. An underground garage houses | 


1,000 cars. 


@ Ambassador Hotel’s new Conven- 


tion Center has an available area of | 


25,000 sq. ft., to accomodate 150 ex- 
hibit booths, or 2,000 persons for 
meetings or banquets. Composed of 
three connecting rooms, the .Center 
has a permanent stage, projection 
room, and closed-circuit TV facilities. 


MINNEAPOLIS 


© Hotel Leamington’s $2-million im- | 


provement program has reached the 


half-way mark. Next on the list is a | 


two-story building to house and ex- 


hibition hall and a ballroom seating | 


1,500 at a banquet. 


HOLLYWOOD, FLA. 


® Remodeling program under way 
at Hollywood Beach Hotel calls for 
25 meeting and banquet rooms, new 
convention hall and complete air con- 
ditioning. 


CLEVELAND 


® Manger Hotel, formerly Hotel 
Allerton, has completed its $1-million 
modernization project. Hotel now 
offers 450 rooms, five special banquet 
rooms and a ballroom to accomodate 
750 at a banquet, or a meeting of 
1,000 persons. It is completely air 
conditioned. 


DAVENPORT, IOWA 


® Remodeled Blackhawk Hotel fea- 
tures complete air conditioning, auto- 
matic passenger elevators and en- 
larged parking lot. 


DALLAS 


2 Completion of the 1,001-room 
Statler Hilton is expected this fall. 
New hotel will offer five ballrooms, 
five banquet halls, main dining room, 
supper club and small dining rooms. 


CHICAGO 


© Convention facilities, dining rooms 
and 500 bedrooms of Palmer House 
are now air conditioned. 


LITCHFIELD PARK, ARIZ. 


@ The Wigam announces $100,000 
expansion program to add additional 
guest rooms and a convention hall 
with a capacity of 200 persons. 
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Convention with a French accent... 


.. the world-famous 


CHATEAU FRONTENAC 


overlooking historic old Québec, Canada 


You'll find a new world of fun ia 
this Old World garrison high 
above the St. Lawrence. Just over- 
night from New York, Chicago 
and many other U. S. cities, the 
Chateau Frontenac offers an un- 
conventional French atmosphere 
to delight a convention crowd. 


For Fun: after meetings, see both 
Québecs, Upper and Lower, the 
Citadel, the Plains of Abraham; 
shop along the narrow French 
streets, visit famous churches and 
shrines, watch snow sports in sea- 
son, take Laurentian excursions, 
play golf, ride horse-drawn 
caléches. 


Let us handle all convention de- 
tails. Our facilities are complete: 


723 rooms e Meeting rooms, all 
sizes; Luxurious banquet halls; 
Portable public address system; 
Projectors, 16 and 35 mm; trained 
operators; And individual exhibi- 
tion rooms. 


For information and reservations, 
write: Convention Traffic Man- 
ager, Windsor Station, Montreal, 
Québec; or Canadian Pacific, 581 
Fifth Avenue, N. Y. 17, N. Y. 


Canadian Pacific 


yeni 


oll ca’ AIRLINES 


AMERICAS FIRST 


TURBO-PROP ALRLINER! 


This will be a history-making airplane—the first to be 
produced in America with modern turbine-propeller 
engines. This will be an all-new airliner—new from the 
radar in the nose to the graceful control surfaces in the 
rear. The Lockheed “Electra” results from combining 
the abilities of two leading organizations in aviation: 
The proven design and construction ability of 
Lockheed Aircraft. The unequaled operating ex- 
perience of American Airlines. 
SPEED—Cruising at well over 400 miles per hour, the 
“Electra” will be faster by far than any other transport 
plane in world operation today. 
QUIET—The subdued hum of the turbine engines, 
with their relative freedom of vibration, coupled with 
modern techniques of sound-proofing will provide a 
new atmosphere of quiet relaxation. 
COMFORT—This new airplane will introduce a new 
and heretofore unequaled standard of airline comfort: 
spacious, club-like lounge; wider, more comfortable 


10 


reclining chairs; wide-view rectangular windows; air 
conditioning on the ground as well as in flight; im- 
proved cabin pressurization to provide pleasant cruising 
at all altitudes up to 30,000 feet. 


CONVENIENCE — Innovations in passenger conven- 
ience will include: carry-on baggage facilities; improved 
design for faster handling of checked baggage; built-in 
steps to eliminate ramp delay; individual fixed tables 
for dining, reading or writing. 


The new “Electra” fleet for American Airlines will 
improve air transportation and strengthen United 
States air power. 


A 
AMERICAN AIRLINES 
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THE DAY THEY SHOULD HAVE STAYED IN BED 


For an answer to “How badly can things go?” you 
had to see Philco Corporation’s ‘Convention in Miami 
Beach.” It was an hour-long telecast from its distributor 
meeting at The Fontainebleau. Before any more can go 
wrong with a TV program, electronics will have to move 
a few notches forward with its accompanying complica- 
tions. 


Scheduled 8 pm to 9 pm (EDT), the program was 
late in coming on the air. Four minutes before program 
time, a main transformer in Miami Beach was hit by 
lightning and all electricity was cut off. By rerouting 
power, electricity was restored in eight minutes—but the 
things that happened to the television equipment! 


None of the monitors at any of the 10 pickup points 
throughout The Fontainebleau were in operation. Inter- 
communications lines between TV cameras and control 
room were out of commission. 


From start to finish, the program director was flying 
blind. Runners had to replace electronic communications 
and you just can’t combine the speed of the messenger 
with the requirements of television. 


While suffering through this program, I made penciled 
notes on everything that went wrong. I started to keep 
the log after the first }) minutes showed that there was 
to be plenty of matrrial to enter on the back of my 
number 10 envelope. While not exactly in chronological 
order, here are the notes directly from the envelope 
(courtesy, Tradesmens Bank bookkeeping department) : 


1. Program late starting—power failure. 

2. John Daily’s lapel mike (as he walks out of eleva- 
tor) not functioning, but he doesn’t know it . . . goes 
right on talking (unheard). 

3. Failed to pick up announced entertainment from 


TV AUDIENCE for Philco's “Convention in Miami Beach" didn't see 
much of this, but it is said to be the largest mock-up of a TV chassis 
in the world. It was outside the main entrance of The Fontainebleau, 
site of Philco's distributor sales meeting. The TV chassis measured 
11 ft, by 14 ft. and revolved on a turntable in the middle of a giant 
map, 35 ft. by 60 ft. Entire display was produced in little over a 
week, according to the exhibit unit's builders, Berke Displays, Miami. 
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Rondo Room. 

4. Unimpressive water-ski performance from hotel 
pool. If anything should have been cut, this should have 
been it. 

5. Entertainment—two comedians(?)—about as bad 
as I’ve ever seen on TY. 

6. Script geared to beauty of color (new radio line), 
color of curvaceous gowns on models talked about, and 
program in black and white! Some waste: they talk color 
and show you grays. 

7. Demonstration of automatic station’ changing on 
new TV receivers is poor. Set not warmed up and it 
appears that it will never go on, but finally does. 

8. Shot of “world’s biggest TV set” so swift that I 
had no time to see it. (See cut below.) 

9. Segment of girl swimming underwater makes no 
sense—maybe because there is no sound. 

10. Poor attempt at introducing distributors. All from 
same area—West Virginia. : 

11. Refrigerator underwater sequence makes little 
sense—again, no sound. 

12. Haitian dancers on beach matches comedians ( ?) 
in poor quality of entertainment. 

13. Undercurrent of technicians’ voices immediately 
after new pickups are made. : 

14. Dive from 150 ft. height into pool completely 
unimpressive. 

15. Cues missed on most pickups. 

16. Sound out often unbeknownst to speaker. 

17. Philco Pres. Carmine reading answers to questions 
put to him by Bess Myerson. 

18. Program cut off air when discussion on around- 
the-world trip by 56 salesmen got underway. 


Had my envelope been larger, I probably could have 
listed more. 


Saddest part of the telecast was that Philco had some 
good material to present: it’s new TV line, advances in 
electronics, new portable record player. These items have 
audience appeal and it’s a shame the audience didn’t get 
more explanation and a better view of them. 


For Philco, this program was a big disappointment to 
say the least. It cost approximately $100,000 for TV time 
on ABC and additional expenses were involved—includ- 
ing advertising to announce show in newspapers. 

All was not lost, however. Philco distributors bought 
record numbers of products at the convention. 


WHY SOME DOZE AT BANQUETS 


When you fly to a convention on the West Coast and 
find yourself hungry, as well as sleepy, long before the 
banquet starts, science now knows exactly why. Or, if 
you are a Westerner and fly east for a meeting, and find 
it difficult to keep awake during the morning session, 
there’s a medical reason. 


Answer may appear obvious to you—the big time 


SALES MANAGERS 
AN CONV Rs 


B be 


YOU CAN’T PROP UP 
YOUR MEETINGS 
WITHOUT THE RIGHT PROPS! 


Ship your Displays 
the Easy, Reliable Way— 


via RAILWAY EXPRESS 


Just phone your nearest Railway Express office. In 


areas covered by our vehicle service, we will pick 
up your display material and speed it to conven- 
tions throughout the country. There’s no worry 
about deadlines—rail and air express transporta- 
tion facilities assure “on time” delivery. There’s no 
worry about details—your displays get “VIP” treat- 
ment in transit. Our Itinerary Display Service 
can work out a complete schedule for point-to- 
point movement of your display by rail or air 
express . . . saves you time, money, and headaches. 


for a successful convention or meeting 


SEE OR CALL YOUR NEAREST OFFICE OF 


Raitway Express AGENCY 


change. Delving into this problem of physical and mental 
reactions to long flights, Dr. Hubertus Strughold, De- 
partment of Space Medicine, U. S. Air Force School of 
Aviation Medicine, recently completed his findings on 
the subject and reports them in “Physiological Day-Night 
Cycle in Global Flights.” 


Struggling through “physiological diurnal cycles,” 
“astronomical periodicity” and similar terms, one comes 
up with sound advise based on Dr. Strughold’s research: 


For a West Coast meeting with attendance from the 
East, plan no evening events for the first day or two. 
For an East Coast meeting, plan no morning session the 
first day or two if Western attendance is expected. 


Human bodies and minds need time to adjust to changes 
of three time zones or more. 


TO KNOW WHO'S ON "FIRST" 


How many times have you attended a large round-table 
discussion, and for the life of you, couldn’t make out who 
was talking although name placards were in front of 
everyone? No matter how the name cards are placed, it 
seems no one can read all of them because of seating 
angles. 


This is distressing, especially when you want to be able 
to identify the remarks with the name of the man who is 
making them. 


Neal Lang, former general manager, Sheraton-Astor 
Hotel, New York City, passes on a technique to overcome 
this who-said-what problem at conferences. 


At one conference he attended, says Lang, he was 
handed a small card and a mimeographed list as he entered 
the door. On the card was a diagram of the large confer- 
ence table. Numbers were shown on the card to indicate 
seats around the table. 


When he registered, a red arrow was pencilled on his 
card to point to the numbered seat he should occupy. 


At the table, he found large numbers around it instead 
of name cards. The large numbers in consecutive order 
were easily discernible from any seat. On his mimeo- 
graphed list were the names of conferees beside their 
numbers. Thus, as a man made some remarks during the 
conference, it was easy to note the number in front of him 
and check the “score card” for the man’s name and com- 
pany afhliation. 


“This system,” says Lang, “speeded up seating of a 
fairly large group. The diagram and red arrow directed 
you to where you belonged without the usual practice of 
having to read 20 or more name cards.” 


HAVE FOREIGN MARKETS? 


If your company has any interest in foreign markets, 
you should look into Uncle Sam’s current overseas ex- 
hibiting program. At little cost to your company, you can 
get invaluable exposure abroad for your products. 


How and why this country became involved in an ex- 
hibiting spree at foreign fairs, and what it can mean to 


| your company, is told by our Washington man, Jerome 


Schoenfeld, in “Inside Story of U. S. Exhibits Abroad,” 


page 36. 
ROBERT LETWIN 
Editor 
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FOR HIGHLY SUCCESSFUL SALES MEETINGS 


if nigh point in 


in Pennsylvania’s Pocono Mountains 


GOOD REASONS TO SELECT A RESORT SITE 
FOR YOUR MEETING: 


1. No parking problems . . . free too 4. Everything under one roof: meeting 
rooms, exhibit space, dining rooms, 
sports facilities, indoor pool. 

5. Plenty of recreational facilities for 

3. No big city expenses or distractions relaxation after “business hours”. 


2. Assured attendance because of 
vacation aspects 


SPECIAL LOW 


r — . GROUP RATES! 
High Point Inn 


Mount Pocono 52 Pa. S $ 

Att. Mr. Chas. D. Geissinger, Managing-Owner 3 ] re) 
Please send me, at no obligation, your detailed brochure describing High Point Inn's 

group meeting facilities. 


Our organization is planning a_— 


(function) 
on or about 


be opp 


i 
, high point inn 
H Catrcotect Mt. Pocono 3811 
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House Your 

Entire Convention Under One Roof 
aud, 

All ‘Your Exhibits on One Fi 


PLANNED SINGLE FLOOR CONVENIENCE 
B: 


APP L 


. x 
(G) E-L.CLLOory 
TOEGEELS. =e 


CAPACITY 
2,000 


EXHIBIT SPACE .. . over 40,000 square feet of.air-conditioned exhibition space. 27 AIR CON- 
DITIONED MEETING ROOMS... . accommodating from 10 to 2,000. EXCEPTIONAL BANQUET 
FACILITIES . . . for functions of any size. SUPERBLY SITUATED .... near Marshall Field’s and the 
Merchandise Mart, in the heart of the theater district. 1501 REDECORATED, AIR CONDITIONED 
GUEST ROOMS. .... every room with radio, many with TV. WORLD FAMOUS RESTAURANTS. 
College Inn Porterhouse — tops in America for tender steaks. Well of the Sea — seafood flown in 
daily from both oceans. And for delicious food at modest prices — the Celtic Cafe, the Coffee Shop 
and the Snack Bar. DRIVE RIGHT iNTO THE SHERMAN ... the ouly hotel in Chicago that gives you 


this service. No waiting for busy doormen when you arrive—no waiting for delivery when you leave. 


For information phone, wire, or write Danny Amico, Director of Sales, 


SHERMAN = 


CHICAGO'S MOST CONVENIENT HOTEL 


os 
Randolph, Clark and La Salle Streets 


Telephone: Franklin 2-2100 
Teletype: CG 1387 
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BILTMORE 
600 Rooms 


BLACK 
200 Rooms 


- Featuring 
ATTRACTIVE 
ACCOMMODATIONS 
AND COMPLETE, 
CATERING’ | 
SERVICES. 


a — 
Bais, ge 


200 Rooms 


KINGKADE 


"FOR FULL INFORMATION 


the eh al Easily a 
ighways and ri sp principa 
railroads .. . five major airlines. If your 
group is a smaller one, you'll appreciate 
the courteous, competent attention 
given by the individual hotels. If it’s 
* fe content a cond i : 


" HUCKINS 


300 Rooms 


a 


Vy SKIRVIN TOW 
= 500 Rooms 
SKIRVIN 


100 Rooms 


OKLAHOMA CITY CHAMBER OF COMMERCE, CONVENTION 
BUREAU. DESCRIPTIVE eeu PROMPTLY EANIsHED. 
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NOWHERE IN AMERICA IS THERE A MORE 


VERSATILE SETTING 
FOR EFFECTIVELY ENJOYABLE 


CONVENTIONS 
AND OTHER GROUP GATHERINGS 


95 miles from New York... 
in the beautiful Shawangunk Mountains 
... conveniently reached from all 
directions by Car, Bus, and especially 
by Plane to JENNIE GROSSINGER AIRPORT. 
All Sports at all seasons... Championship 18-hole 
Golf Course, Tennis and all court games, Private 
Riding Academy and Bridle Trails, Private Lake 
for Boating and Fishing, Olympic Swimming Pool; 
and in Winter, Artificial Skating Rink, 
Toboggan Slide, Skiing, 
Sledding and all Winter Sports. 
Top-drawer Entertainment, Dancing, 
Social Programs; nationally famous cuisine. 2 
Most modern facilities and complete e 
cooperation in all aspects of Meeting . Va 
Rooms, Displays, Exhibits, Movie and N 
Sound Equipment, etc. 


angst 


GROSSINGER, N. Y. 


For information, write or call 


IRVING SILVERMAN, Sales Manager 


GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREET 
Phone Circle 7-4915 


MEETING AND SHOW NEWS 


Name Show for Political Convention 


American Showcase, “A Pageant for the Taste- 
makers of America,” is the name and subtitle for 
the new show to be produced with the Democratic 
National Convention in Chicago, August, 1956. 
International Amphitheatre’s North Hall is the 
site. It offers a maximum of 30,000 sq. ft. of exhibit 
space. 

According to Saul Poliak, president, Clapp & 
Poliak, Inc., show management, exhibit space is 
priced at $10 a square foot, and exhibitor applica- 
tions will be carefully screened. Only the cream of 
American industry is sought for this show, says show 
management. 

Added inducement to exhibitors: Tickets in a 
reserved area will be made available to attend po- 
litical conclave. 


Hall Awaits Chamber Agreement 


If differences between the Senior and Junior 
Chambers of Commerce can be ironed out, Indian- 
apolis may start construttion of a new 10,000-seat 
civic auditorium. Financing would be revenue bonds 
to be retired by rental fees. Senior Chamber favors 
the project, but would limit the auditorium to 5,000 
seats. Downtown location and parking facilities also 
pose problems. 


ASTE Show Setting New Record 


American Society of Tool Engineers reports 83% 
of show space for 1956 ASTE Industrial Exposition 
has been assigned. Approximately 400 firms are al- 
ready scheduled to participate in the show at Chi- 
cago’s International Amphitheatre, according to 
Harry E. Conrad, ASTE vxecutive secretary. “The 
trend for a 10 to 12% increase in exhibit space per 
exhibitor continues,” he added. pointing out that 
space allotments for the 1956 show already exceed 
that of the entire 1952 exposition. 


Package Show Space Going Fast 


With six months to go, 85% of exhibit space for 
the American Management Association’s Silver An- 
niversary National Packaging Exposition is sold, a 
snokesman announced. Slated April 9-12, Atlantic 
City Convention Hall, the show has reservations 
from over 300 suppliers of packaging machinery, 
materials, and services, with attendance expected to 
top last year. 


U. S. Signs for 18 Fairs 


United States will participate in 18 trade fairs in 
fiscal 1955. Seven of the fairs will be held in Asia 
with attendence expected to reach about 20 million. 
In discussing the Government’s trade program, Di- 
rector of the Office of International Trade Fairs 
says, “for every dollar we use of Government money, 
industry is spending hundreds of dollars loaning and 
giving us their newest products to incorporate in 
U. S. exhibits.” (See “Inside Story of U. S. Exhibits 
Abroad,” p. 36) 
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Now Salesmen Plan Meetings 


A new twist in sales convention planning was in- 
augurated recently by Cummins-Chicago Corp., 
manufacturer of business machines, when it invited 
seven of its top salesmen to help set up a convention 
agenda. In discussing the plan, Vice-President John 
Jones says, “We believe a well rounded convention 
can best be planned by the types of men who will 
attend it.” 


Coliseum to Open with Three Shows 


New York Coliseum, New York City, will open 
April 28 with three shows goimg on simultaneously. 
International Motor Sports Show, Internation 
Philately Exhibition, and National Photography Ex- 
hibition will each occupy a separate floor of the 
$35-million building. 

First show to use all four floors will be Inter- 
national Home Building Exposition, May 12. 

Twenty other shows have been booked, it was 
announced by James F. Walsh, renting agent for 
the Coliseum. 


New Building Already Booked 30 Weeks 


Newly-opened New York Trade Show Building 
is already booked for 30 weeks of the fiscal year, 
according to Duane W. Carlton, general manager. 
Most of the annual shows booked are scheduled for 
five years or more. Plymouth Division, Chrysler 
Corp., will unveil its 1956 models there Oct. 6-7. 

“This is the only trade show building in the U. S. 
that has been specifically designed to handle room 
and merchandise shows, as well as the regular type,” 
says Carlton. A permanent staff of trade show ex- 
perts will be on hand to assist show mangement, he 
adds. 


New Title But Still Selling 


Danny Amico, former Director uf Sales at the 
Sherman Hotel, has been named vice-president for 
the Sherman and Ambassador Hotels, East and 
West. 

Although Amico’s new position will give him a 
greater voice in management, he will continue to 
personally handle convention sales. ““My promotion 
will not in any way detract from my attention to 
convention sales,’ he reports. 


Sales Promotion Show for 3 Cities 


New trade show covering advertising sales and 
promotion is being planned by Orkin Expositions 
Management, New York City. Called Sales Pro- 
motion Show, it will get underway at Miami’s Mu- 
nicipal Auditorium, Feb. 14-16. Show will be in 
Boston, Mar. 6-8, and then move to Philadelphia’s 
Bellevue-Stratford, Mar. 13-16. 


Sales Meetings in New Quarters 


SALEs MEETINGS moved into new quarters 
as of Sept. 26. Need for larger space as well 
as better facilities—air conditioning and new- 
est indirect lighting—prompted the move, ac- 
cording to Philip Harrison, general manager. 
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in all the World — 
there's no city like 


WASHINGTON 


in all of WASHINGTON 


there's no place like 
the ARMORY 


CONVENTIONS — 
TRADE ASSOCIA- 
TION SHOWS, 
COMMERCIAL 
EXHIBITS, ETC. 


FROM ANYWHERE IN D. C., IT’S EASY TO REACH THE ARMORY. 


THE Plus ADVANTAGES: 


@ 76,000 Sq. Ft. unobstructed Experienced Personnel 
Floor Space on One Floor* sarcsene 
. Parking for 1500 cars 
« > oe Public Address Additional Meeting Rooms 
Convenient for Trucks and 
@ Easy Drive-in Accommoda- Heavy Equipment 
tions New, Modern Ventilating 
@ Abundant Storage Space System 


GREAT EVENTS AT THE ARMORY: 


® American Medical Association @ National A iati of 
Funeral Directors @ American Bottlers of Carbonated Severages 
@ American Dental A iation @ National A iation of Retail 
Grocers @ National Institute of Drycleaning © Trailer Coach 
Manufacturers 


*An additional 65,000 sq. ft. available—subject to approval of Armory Boara. 


For Information write: Armory Board Manager 4 
NATIONAL GUARD ARMORY 
2001 EAST CAPITOL STREET 
WASHINGTON 3, D. C. 


MONTREAL 
TORONTO 


DETROIT HAMILTON 
NIAGARA FALLS 


BUFFALO 


ROCHESTER 


BOSTON 
SPRINGFIELD, Mass. 


AKRON 


INDIANAPOLIS . CINCINNATI 


PROVIDENCE 


SAN FRANCISCO 


Coast-to-coast-they ## take part in 


LOS ANGELES NEW YORK 


PASADENA 42 


ST. LOUIS BALTIMORE 


WASHINGTON 


a ae AKRON BOSTON 
Choose your own cities. : i ke Sheraton-May flower Sheraton Plaza 
Non-Sheraton cities can be included ALBANY BROOKLINE, MASS. 
in the Sheraton Closed Circuit TV Sheraton-Ten Eyck The Beaconsfield 
Network. We'll tailor-make your 


BALTIMORE BUFFALO 
network — from 2 cities to 100. Sheraton-Belvedere Sheraton Hotel 
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your convention—even ask questions 


WITH 


SHERATON CLOSED CIRCUIT TV 


Now you can bring your entire national organization 
together — at lower cost than ever before. You can do it 
without taking any key men away from their districts. 
You can do it quickly, easily and economically through 
Sheraton’s Closed Circuit TV Network. 

This new way of holding a national meeting is a 
proven success. Hundreds of organizations have found it 
saves time, saves money, gets results. 

With Sheraton TV you can talk face-to-face with audi- 
ences coast-to-coast simultaneously on,theatre size 
screen. You can reach two cities or a hundred cities. 
You can talk not only to people in Sheraton cities in the 
United States and Canada but to people in other cities 
as well. What’s more your audiences can talk to you, 


i ™ 
asc 


ask questions, as well as see and hear you. 

The Sheraton Closed Circuit TV plan is completely 
flexible. Sheraton experts will tailor-make a convention 
to fit your needs. They will also relieve you of all the 
technical details, help with your programming and sim- 
plify your organizational problems. 

If you’re planning to hold a national convention ... 
or would like to launch a new product or sales plan... 
or if you’re looking for a way to get your entire organ- 
ization together at reasonable cost .. . then you should 
give careful study to Sheraton’s Closed Circuit TV Net- 
work. For complete information, write: Sheraton Tele- 
vision, Park Sheraton Hotel, New York, N. Y. — 
COlumbus 5-3830. 


Se 5 id & RATON THE PROUDEST NAME IN HOTE LS 


IN THE U.S. A. 


IN CANADA 


CHICAGO 
Sheraton-Blackstone 
Sheraton Hotel 
CINCINNATI 
Sheraton-Gibson 


DETROIT 
Sheraton-Cadillac 
INDIANAPOUS 
Sheraton-Lincoln Sheraton-Russell 
LOS ANGELES PASADENA 
Sheraton-Town House Mvuatington-Sheraton 


NEW YORK 
Park Sheraton 
Sheraton-Astor 


PROVIDENCE 
Sheraton-Biltmore 
ROCHESTER 
Sheraton Hotel 
SAN FRANCISCO 
Sheraton-Palace 
Under construction — Sheraton Hotel, Philadelphia 


SPRINGFIELD, MASS. 
Sheraton-Kimball 
ST. LOUIS 

Sheraton Hotel 
WASHINGTON 
Sheraton-Carlton 
Sheraton-Park 


MONTREAL 
Sheraton-Mt. Royal 
The Laurentien 
TORONTO 

King Edward 


NIAGARA FALLS 
Sheraton-Brock 
HAMILTON 
Royal Connaught 
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BACK IN 1898, on eve of Spanish-American War, National Cash 


register salesmen’ from all over the world met in Dayton. These 


ee me 


er ae 


flag-waving conventioneers saw slide films on selling techniques, 
heard lectures and viewed a stage show imported from New York City. 


Grandfather Went to Sales Meetings, Too 


Your stunts and skits, badges and 
themes, visuals and tours wouldn’t 
surprise Grandfather. He had them. 

Before you start to call a meeting 
technique “new,” check with Grand- 
dad. He’s probably seen it — maybe 
back in "98. Will your new idea work ? 


Z 


STUNTS IN 1912 include pictures of salesmen instead of 
numbers on cash register tabs that pop up when a key is 
pressed. Here salesmen tour plant during CPC convention. 


20 


Ask him. He might have tried it in 
1912. 

Photographs from the files of The 
National Cash Register Co., Dayton, 
Ohio, show how Grandfather aug- 
mented his knowledge of salesmanship 
as a member of NCR’s Hundred 


Point Club (abbreviated as CPC). 
He had to reach ‘or beat 100% of 
sales quota to attend the CPC con- 
vention then, as NCR salesmen must 
do today. CPC membership is still the 
greatest honor an NCR salesman can 
earn. 


FORTY YEARS AGO actors play roles in sales situation in retail store 
(right) and branch office (left). Above set is screen for slides. NCR 
learned early the value of visual aids and uses them extensively today. 
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TENT CITY was erected for one old-time sales meeting. Here OUTSIDE SPEAKERS often addressed National Cash Register's CPC 
Granddad relaxed with pianola and victrola in recreation tent. meetings, In 1919 Warren G. Harding, then senator from Ohio, spoke. 


HEAVY SNOWS didn't bother Grandfather. Special sleds transported him to meeting sessions. 


! Mi Me 


: y 
if 
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NCR President John H. Patterson's last sales convention was one of his most spectacular. In 1922, 


conventioneers marched down Dayton's Main Street. Mr. Patterson, then 78, rode in the automobile. 
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MR. PATTERSON (left) welcomes conventioneer outside NCR's LIKE OLD TIMES, President Stanley C. Allyn (second from right) greets 
administration building. He had a flair for showmanship and a salesmen to Golden Jubilee convention last January. He is flanked on right 
conviction that “the more we sell, the more good we do.” by John M. Wilson, v-p sales, and R. S. Oelman, executive v-p, on his left. 
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IN 1917, wives of NCR salesmen met in Dayton, at the company’s PRELIMINARY PLANNING was always important. This group is shown 
invitation, as part of a program to familiarize them with their working out stage details with miniature set and tiny actors. Basic 
husbands’ business, and with the special problems which NCR meeting rules remain the same today: (1) Know where you are going; 
salemen faced as a result of World War |. , (2) Pick the best route to get there; (3) Keep the trip interesting. 


amen, 


PAGEANT SCENE in 1920 convention portrays company's efforts PLANT TOUR during 1916 meeting includes train trip through site of 
to lighten salesman's task with selling aids. Emerging from "The what was once a sawmill operated by the company founder. As salesmen 
NCR Schoolhouse,” young salesman has received basic training ride through area, a sign reminds them of the importance of a National 
in his profession and is ready to capitalize on the company's Cash Register receipt. “President Patterson ran this mill when 14 years 
sales aids. By taking advantage of these opportunities, scene of age," says the sign. “Through his forgetting to charge and not giving 
suggests that he can realize still greater financial rewards. receipts, great loss resulted.” As today, meetings never lacked imagination. 
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PAUL E. GANZ, Bowser president, 
demonstrates working model of 
Bowser Diatomite water filter to for- 
eign students. Traveling road show 
took a year to ready for its initial 


10,000-mile jaunt. 


What Do You Get Out of a Road Show ? 


Bowser, Inc., discovered new use for its products. 


lt turned up sales prospecis along the way. 


f 

2. 

3. Exhibited to all its wide range of skills. 

4. Instilled in employes new pride in their jobs. 


A tall, turbaned gentleman from 
New Delhi, India, was bending over 
a fascinating little machine that 
counted coins with the accuracy of 


EXHIBITS, built by Becker Bros., Co., Chicago, posed 
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an Einstein. Beside him was an- 
other dark skinned representative of 
the Near East’s fastest growing na- 
tion. They kept their eyes glued on 


the device and finally the turbaned 
chap turned to his fellow country- 
man and asked, ‘Wonder how it does 
with rupees?” 

The two men from India were 
from the Indiana Technical College 
of Fort Wayne, Ind.—just two of 
nearly 150 students from foreign 
lands who attend Indiana Tech each 
year. The device they were viewing 
was an automatic coin counter made 
by a subsidiary of Bowser, Inc., Fort 
Wayne. Their comments were typi- 
cal of those elicited by “Bowserama,” 


difficult transportation problem. 


A BERMUDA 
AND CARIBBEAN 


CRUISE 


real 
Sales Incentive 


NEws! 


* This unique Prize sparks any 
contest . .. makes men pitch as 
they never pitched before. 


%*%& When top names like Ford, 
GE, International Harvester, 
Eastern Life Insurance Co., 
Philco, R.C.A., Swift and West- 
inghouse repeat, you know 
they've found a proven winner! 


*%& Give your next Contest or 
Convention this dramatic lift. 
Plans and exciting promotion 
material yours for the asking. 


YO x 


Ein 


¥, 


Sales Department 


FURNESS LINES 


34 Whitehall St., New York 4, N. Y. 
BO 9-7800 


ee 


a touring “road show” that has just 
completed a 10,000-mile jaunt about 
the country. Like the Indian, thou- 
sands of men looked at one of the 
one thousand and one products on 
display in the show and wondered 
about “other uses” for the equipment. 
In so wondering, they were helping 
to accomplish one of the objectives 
set forth by R. Hosken Damon, 
chairman of the Board and President 
of Bowser, Inc. 

Idea for Bowserama, a traveling 
display of Bowser’s diversification of 
manufactured products, began in the 
mind of Damon almost four years 
ago. Damon, among other things, 
was determined to correct the lack 
of knowledge on the part of Bowser 
employes as to just what their own 
firm was doing. With this basic 
thought in mind, Bowserama began 
to merge as a “method of explana- 
tion.” 


Many Aims 


As Damon delved further into the 
idea he realized that the road show 
he had in mind might well be doing 
several things at the same time. Not 
only were Bowser employes “behind 
the times,” so to speak, as regards 
their firm’s capabilities, but a good 
many businessmen and civic leaders 
were just as much in the dark. 

For years the name Bowver has 
meant but one thirg to literally tens 
of thousands of people—gasoline 
pumps. And, of course, pumps were 
were the items that brought Bowser 
world-wide recognition. But in 1949, 
Bowser began moving into other 
fields. 

Out of nearly a score of different 
subsidiaries and_ directly - owned 
Bowser firms, only a smattering have 
names that might indicate they were 
connected with Bowser. From pumps, 
Bowser, at one time or another, took 
unto itself such items as smogless in- 
cinerators, liquid meters, fare boxes, 
electric office filing equipment and 
such defense materials as bomb re- 
leases, radar antennae and firing 
mechanisms. There’s even a self- 
parking device for parking lots with- 
out attendants. 

In most cases these manufactured 
items were produced with one use in 
mind. But Damon, with years of 
successful business operation behind 
him, realized that some of the most 
important uses of a product often 
are far removed from its original pur- 


e. 
Here, then, was born the second 
purpose of the show. Damon frankly 


admitted when he began putting to- 
gether Bowserama, that he didn’t 
know all the uses to which the many 
scientific devices could be put, but, 
said Damon, “I intend to find many 
new ones.” And he dubbed Bowser- 
ama a “tour of discovery.” 


Year to Put Together 


It took almost a year to put 
Bowserama together, and when Da- 
mon was finished he discovered he 
had $3 million represented in the 
show in development for the products 
exhibited. 

As in education, where teachers 
have found that films, diagrams or 
actual props help get the point across, 
so Damon found with Bowserama. 
A West Coast executive took one 
look at the show and promptly named 
it “Pandora’s Box of Magic,” a de- 
scription that stuck. 

Damon began to assemble the show 
at Chicago headquarters of Bowser, 
Inc. Props and displays, made of 
conventional exhibit materials, were 
designed by a Chicago display firm 
under direction of the advertising de- 
partment of the Ford Wayne divi- 
sion of Bowser. Props and displays 
were made for easy assembly and 
dismantling. ‘The show had to be 
portable enough to set up and repack 
without great difficulty. 

Because ef the extensiveness of 
displays, packing presented a maior 
problem. Every packing case meant 
additional room that could not be 
utilized. This, plus the fact that con- 
stant packing and repacking in crates 
was a difficult undertaking that did 
not really assure safe transportation 
of some of the most delicate instru- 
ments on display, lead Bowser to call 
on the services of North American 
Van Lines. Employing two huge 
32-foot vans, Bowserama was carried 
from city to city, cushioned from 
bumps and the elements in padded 
moving vans. No packing cases or 
crates were used, for each item of 
display was separately cushioned by 
padding. The 14 tons of equipment, 
machines and displays have been 
moved 8,000 miles without mishap. 

As Damon met with a group of 
Bowser executives to map out 
Bowserama’s itinerary, it was decided 
that the show should visit major in- 
dustrial, business and military con- 
centrations from Cleveland to the 
West Coast. In each city, Bowser 
employes would have first look, there- 
after to come the area’s civic and 
business leaders, industrial prospects, 
technical engineers, interested stu- 
dents and military personnel—al- 
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Set the scene 
to suit your market! 


Gardner's havea distinctive way of designing exhibits 
to appeal to the viewer—Sales-wise! 

Whether it’s nuts and bolts or new pharmaceuticals, 
you can depend on Gardner's to create the selling- 
atmosphere that rings the cash register. 

Capitalize your exhibit investment on a_ sure-fire 
display designed and built by Gardner’s—the world’s 
largest designers and builders of institutional and 
trade show exhibits. 


Visit our National Showroom, Penthouse, 
41 East 42nd Street, New York City 


@ Part of 40-foot island exhibit for Abbott Laboratories 


GARDNER DISPLAYS 
477 Melwood Street 
Pittsburgh 13, Pa. 


Yes, I want to know more about exhibits and displays! 
Please send me your: 


a i¢ dD Pd ge Lc () 30-page Illustrated Brochure 


{_} Special Exhibitor's Check List 
dD : gy ee LAY hea [-] “Drama and Action in Trade Show and Institutional 
Exhibits”’ 


PITTSBURGH 13, PA., 477 Melwood St., MAyflower 1-9443 ese 
DETROIT 26, MICH., 810 Book Tower Bidg., WOodward 2-3557 
CHICAGO §&, ILL., 1937 W. Hastings St., TAylor 9-6600 

NEW YORK 17,N. Y., 41 East 42nd St., VAnderbilt 6-262 1 


Company 
Address 
City 


Pleasing palates. a 
isaWESTERN 


tradition 


NEW DELICACY for 
PEARADISE Room in 
Cascadian Hotel in 
Wenatchee, Wash. 
Good food is traditional at Western Hotels. And “proof of the 
pudding” is easy to find among 12,000,000 customers served 
last year in the dining rooms and coffee shops of 
21 Western Hotels in 15 major western cities. 
Western Hotels chefs and food managers know that people 
in the West work and play with vigor. When they sit 
down to eat, they want food that reflects this robust 
outlook . . . food that satisfies, stimulates, sustains 
active and energetic people. 
And since western tastes differ, we maintain central 
research kitchens in the capital of western cuisine itself — 
San Francisco. Here a staff of imaginative chefs and 
nutritionists creates and tests huadreds of recipes 
annually. The results are dishes 
of extraordinary appeal 


and deliciousness .. . 43, 
it 5 % 


it’s a WESTERN tradition. 


4, 
Y 
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SIR FRANCIS DRAKE serves biggest apple pie in the world CHEFS AND CATERING MANAGERS meet to discuss new dishes. 
to Wartiagen Shaw's Aggte Goeen. MULTNOMAH’S STIRRUP ROOM wins Holiday Magazine 
award. 


WESTERN HOTELS INC. 
LOS ANGELES: Mayfair; SAN FRANCISCO: Sir Francis Drake, St. Francis, Maurice; 
PALM SPRINGS: The Oasis; SEATTLE: Benjamin Franklin, Roosevelt; SPOKANE: Davenport; PORTLAND: Multnomah, Benson; 
Cosmopolitan; SALT LAKE CITY: Newhouse; VANCOUVER, B.C.: Georgia; TACOMA: Winthrop; WENATCHEE, WASH.: Cascadian; 


DENVER 
BELLINGHAM, WASH.: Leopold; BOISE, IDAHO: Boise, Owyhee; POCATELLO, IDAHO: Bannock; BILLINGS, MONTANA: Northern 


though not necessarily in that order. 


It was decided that Chicago would | 
get the premiere showing of Bowser- | 
ama, and from then on the show | 


would visit Seattle, San Francisco, 


Los Angeles, Salt Lake City, Fort | 


Wayne, Detroit, Cleveland and Day- 
ton with scheduling beyond Dayton 
to be determined later. 

It was planned that R. Hosken 
Damon would appear at each show- 
ing of Bowserama and direct overall 
production—but major problem of 
invitations, scheduling, location and 
advertising would be handled from 
the nearest regional office. With the 
average length of stay at any one 
given city about three days, this 
meant a major contribution by re- 
gional offices plus absolute necessity 
for close coordination. The left hand 
had to be able to know and predict 
with accuracy what the right hand 
was doing. 

This coordination was the assign- 
ment of Bowser Advertising Depart- 
ment in Fort Wayne. Public rela- 
tions for the venture was handled by 
Willis S. Martin Co., Fort Wayne’s 
advertising agency for Bowser, Inc., 
through public relations affiliates ap- 
pointed in each show city by them. 

Bowser headquarters in Chicago 
assigned some 30 technicians and 
executive personnel as permanent 
traveling personnel with the show. 

As soon as the show opened its 


door in Seattle, things began to pop. | 


A thousand invited guests viewed the 
show and many of them seemed to 
have ideas for other uses of equip- 
ment on display. 

Damon was pleased when a Seattle 
brewer, after close examination of a 


proportioning device, pronounced it | 
ideal for blending beer. “Now he’s | 


substituting it for a method that’s 
been used by the brewing industry 
for more than 100 years, and that’s 
one of the many things we were hop- 
ing for,” says Damon, “to enable 
business and industry to explore un- 
discovered potential uses for products 
in terms of their own production, 
processing and control problems.” 
In San Francisco, several thousand 
interested persons viewed the show. 
All in all, up to 2,000 persons in 
each city accepted the invitation of 
the company to take a look at this 
exhibition of technical equipment. 
Tour leaders, officials, engineers and 


technicians, were well qualified to 


explain and demonstrate the many 
unusual and advanced technical 
products. 


for tired sound film 


A photographic sound track that’s gone scratchy ...a message 
that’s either stale or obsolete seriously impairs the value of any 
sound film. But you can give it new life, new meaning, quickly 
and inexpensively. Just have a magnetic stripe applied . . . then 
record as you wish with the 


RCA MAGNETIC RECORDER-PROJECTOR 


To record, you simply project your film and speak from a script 
into the microphone while watching the screen. Erase, re-record 
and play back at any time. Or—you can personalize the message 
to various audiences, even mentioning members of the audience 
by name. And you get superb sound quality. Finer sound than you 
ever heard on 16 mm film—for just a few cents a foot! 


You'll find an RCA Magnetic Recorder-Projector an investment 
that pays dividends from the start... get the facts from your 
RCA Audio-Visual Products Distributor, or check and mail 
coupon today. 


AUDIO-VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


CAMDEN, WN. J. 


ENGINEERING PRODUCTS DIVISION 
In Canada: RCA VICTOR Company Limited, Montreal 


Radio Corporation of America 
Dept. Y-275, Building 15-1, Camden, New Jersey 


{_] Please send me without charge your new booklet, RCA Magnetic Projectors. 


Please have nearest RCA Distributor call me to arrange a demon- 
stration of the RCA Magnetic Recorder-Projector. 


NAME 


In jam-packed Los Angeles, where 
perhaps there are more automobiles 
per capita than any other city in the | 
entire world, Bowser’s automobile | 


COMPANY 


ADDRESS 


| 
| 
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parking product attracted wide at- 
tention. Parcoa, an automatic park- 
ing lot device, made by a Bowser 
subsidiary, was demonstrated to ca- 
pacity audiences. Said a harried Los 
Angeles store owner. “This is what 
I’ve been looking for.” 
Representatives of transit firms, 
too, eyed Parcoa with thoughtful ex- 
pressions, when Damon commented, 
“Frankly, the public is tired of being 
loaded into buses in the old cattle 
car system. Guarantee your customers 
a swift ride and a seat.” Through 
Parcoa’s system of coded car keys, 


which actuate electrical gates, cars 
can be self-parked on lots located on 
a city’s edge and from there to the 
downtown area on buses where 
everyone who has a key to fit the gate 
is guaranteed a seat. 

Planning that went into Bowser- 
ama’s week-long run in Fort Wayne 
is typical of the tour. 

To begin with, the entire sixth 
floor of the Bowser office building 
was remodeled to house the exhibit. 
This is the only unusual aspect of the 
Fort Wayne showing in that hotel 
ballrooms and auditoriums were 


America’s Informal Business Capitol 


The Greenbrier’s new West Wing offers groups up to 
1000 the finest and most modern meeting facilities 


to be found. 


The auditorium, the theatre, and various-sized 
smaller meeting rooms provide complete privacy and 
air-conditioned comfort for all types of functions. 
The latest P.A. systems, stage and movie equipment 
(including a CinemaScope screen in the theatre) are 
available. Attentive service is, of course, axiomatic 
at America’s leading resort hotel—The Greenbrier. 


Special all-inclusive Group Rates effective December 1, 1955, to February 29, 1956. 


For complete information, address: 


DIRECTOR OF SALES 


e 
WHITE SULPHUR SPRINGS, 
WEST VIRGINIA 


New York, 17 E. 45th Street, MU * — 
Boston, 73! Tremont Street, LA 3-44: 


Or inquire of Greenbrier offices in: 


Chicago, 77 West Washington Siveot, ‘RA 6-0625 
Washington, D. C. 


Investment Bldg., rd pn 2642 
693 


Toronto, 80 Richmond Street, West, EM 3 


utilized in other cities. 

Into this auditorium, the 14 sepa- 
rate booths containing Bowser’s 
1,001 different products were set up. 
Once set up, photographers moved 
in to shoot some basic photographs 
that could be used with the first 
press releases for newspapers and 
television. 

The long lists of some 2,000 Fort 
Wayne and area business, civic and 
engineering leaders, prepared in ad- 
vance by the advertising agency and 
Bowser, were then put to use. 

With this information at hand, in- 
vitations were placed in the mail, 
timed for seven days before open- 
ing. A second follow-up was made 
three days before Bowserama Day. 
In most cases, a business replay card 
form was included. ‘Telephone calls 
were used to check on those whose 
presence was essential to the success 
of the show in Fort Wayne. 

With another of the main pur- 
poses of the show in mind, to estab- 
lish better public relations between 
the community and the company, the 
Fort Wayne Calendar of Events got 
under way Friday evening at 6:30 
PM, a week prior to official opening 
of the show in Fort Wayne. Repre- 
sentatives of public information 
media were feted at a dinner held at 
the Chamber of Commerce and those 
whose schedules allowed it, were then 
taken on a tour of Bowserama. 

Those who couldn’t make it Fri- 
day evening were invited to take a 
look at the show any time they could 
arrange it. 

On the following Friday and 
Saturday, Bowser employes got their 
first glimpse of the exhibit. Many of 
them brought their families as they 
toured through the display and looks 
of amazement at the scope of Bowser 
operations were not too unusual. 

On Wednesday, April 27, civic 
and business leaders—some 150 hand- 
picked community leaders — were 
greeted at the door by Damon and 
Paul Ganz, president, Fort Wayne 
Division. VIP’s were served cock- 
tails in the sixth floor auditorium, as 
Bowser directors and officers con- 
ducted small groups on_ tours 
throughout the show. 

Thursday and Friday, Bowserama 
played host to club memberships of 
nine engineering clubs, purchasing 
agents association, industrial and oil 
marketing businessmen and many 
other logical business categories. 

Friday was Institutional Day. In 
addition to aforementioned profes- 
sionals, students with an interest in 
the technic displays were invited. 
There were Junior Achievers, some 
150 of them; science and engineer- 
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ing students from Purdue Extension, 
Indiana Extension, Tri-State College 
in Angola, and Indiana Technical 
College. Chartered buses and sta- 
tion wagons were provided students— 
and just in case students in chartered 
buses might be mistaken for sports 
enthusiasts, a huge Bowserama ban- 
ner was attached to the sides of all 
transporting vehicles. 

Following Monday the show 
played host to members of the local 
Air Force Reserve Squadron and 
other military installations. 

The tour routine for these groups 
were pretty much _ standardized. 
Upon entering the sixth floor ex- 
hibition hall, each guest was given a 
copy of a pamphlet describing 
Bowser’s “1,001 WAYS” of service 
and a “Welcome to Bowserama” 
folder. While touring groups of 
between eight and twelve were being 
assembled in the lobby of the plant, 
hostesses filled out identification 
cards which they then attached to 
their coats. Except for the cocktail 
party for the VIP’s, all groups were 
served soft drinks or coffee and 
cookies upon their return to the 
lobby 

Cooperation received from news- 
papers, radio and television in Fort 
Wayne was excellent. One station, 
a 50,000 watt outlet, broadcast a spe- 
cial 45-minute tape recorded pro- 
gram on the show—an announcer 
and a portable minitape made the 
rounds of the exhibit with Ganz 
Damon as broadcasts guides. On two 
television stations in the area, 
Bowser’s film on Parcoa was tele- 
vised, plus a live 15-minute inter- 
view with Ganz and Fred S. Ehr- 
man, vice-president in charge of sales, 
who brought with him some of the 
fascinating items from the display 
plus a few historical exhibits, such as 
S. F. Bowser’s original petroleum 
pump. 

At the press party, which began 
the local- observance of Bowserama 
Days, each press representative was 
given a press portfolio, containing 
full description of the traveling road 
show plus photographs. Stories were 
timed for release so that both tele- 
vision and the newspapers received an 
even break—one of those all impor- 
tant details. 

Arrangements, guest list and 
scheduling in Fort Wayne were 
pretty typical of the manner in which 
the show was handled at the nine 
cities it visited. 

As for results, no one can deter- 
mine far reaching results in a short 
summary. Referring back to Da- 
mon’s objectives, we might sum them 
up: To let everyone know what 
Bowser, Inc., is doing in its many 
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fields of endeavor. 

Damon himself is thoroughly sold 
on the traveling road show idea, as 
are the rest of company executives. 
They know that Bowser employes 
everywhere have a greater pride in 
their own company, not only through 
realization of its diversification and 
excellence of products, but because 
of the well planned exhibits and the 
good taste with which the show was 
presented, 

On April 26, Damon told a stock- 
holders meeting that results to that 


EXOTIC WAIKIKI ROOM 
known the country over for 
the most authentic Polynesian 
food, beverages and music! 


time from the show’s tour of several 
major markets were “most gratify- 
ing.” 

Says Damon: “Substantial orders 
have been booked and the sales force 
is busily engaged following through 
on the surprisingly large volume of 
potential business uncovered.” 

You note that Damon refers to 
“potential business.” That’s what 
he expects from Bowserama. All 
that was needed was an “in” with a 
potential customer and Bowserama 
provided that “in.” The End 


The height of hospitality 


since 1858! 


fil fdlt 


MINNEAPOLIS 


... Offering the finest, most 
modern facilities in the Northwest 
to travelers and conventions! 


FAMOUS JOLLY MILLER 
with its unique Charcoal 
Broiler features marvelous 
charcoal broiled specialties! 


GARDEN BALLROOM 

newly redecorated, accom- 
modates over 1100—It’s now 
the most magnificent room 
of its kind in the Northwest! 


re 


Connecting Garage 


Neil R. Messick 
General Manager 


Morgan Nichols 
Manager 


CONTINENTAL SUITE 
this brand new suite, one of 
many throughout the Hotel, 
is without a doubt America’s 
most beautiful guest suite! 


Telephone: 


ATlantic 3177 


LOOK uses children and paper dolls . . . 


To Make It Different 


When You Talk Advertising 


Follow the lead of Jayson and Excello sales meeting where 
they hit salesmen with marshmallows instead of stones. No 
heavy statistics or unfathomable claims were offered. Five 


publications cooperated to make "values" meaningful. 


BY CHESTER ROBERTS* 


Sales Managers, advertising man- 
agers and agency account people like 
to feel that their promotional material 
is so vitally important and interesting 
that the company’s salesmen want to 
listen and be enlightened. 

It just ain’t so! 

If we're honest with ourselves, 
we'll admit that salesmen, with few 
exceptions, would just leave for home 
and get out on the road a day earlier! 
If he’s an average salesman, he’s con- 
vinced that the “boss man” would be 
a lot smarter if he took the advertis- 
ing money and paid it out to the sales- 


* Account executive with Alfred J. Silber- 
stein, Bert Goldsmith, Inc., which still has 
Jayson-Excello account, Chester Roberts is 
now with Donahue & Co., Inc. 
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man in extra commissions and extra 
allowances for entertainment. 

As a result, to keep a company’s 
salesmen interested in a morning’s 
advertising program you have a major 
problem. Advertising plans are usu- 
ally presented at the end of a sales 
convention. Timing is dictated by 
necessity. Obviously, advertising picks 
up the major promotional items in 
the line (especially in the soft goods 
fields) and to present it earlier in the 
program would tip the firm’s hand. 

The problem is complicated by the 
fact that the men usually are required 
to attend several full day sessions in 
advance of the advertising presenta- 
tion. At these sessions, they are sub- 
jected to sales pressure from various 
key executives, department heads, 


Agency uses fashion models and mink . . . 


controllers and other people who have 
a limited amount of time available to 
them to present their lines and put 
across their words of wisdom and 
advice. 

The problem is increased because 
—whether we want to admit it or 
not — most salesmen don’t retire to 
their rooms once the convention ses- 
sions are over. They go “out on the 
town; they stay up to all hours. By 
the time you’re ready to hit them with 
your advertising program, they’re 
sleepy, they’re bored, and they’re just 
not particularly interested. 

It’s a tough audience to face—es- 
pecially at 9 am! 

Our client, F. Jacobson & Sons, 
Inc., is the parent company for two 
nationally branded lines. Under the 
name of Jayson, it manufactures a 
line of men’s dress shirts, woven sport 
shirts, knit sport shirts and pajamas 
at popular prices ranging from $2.95 
up. Under the name of Excelio, it 
manufactures a line of relatively high 
priced dress shirts and woven sport 
shirts, starting at a price of $5 and 
going up the price scale. 

To sell these products, it maintains 
a selling staff of close to 75 men. The 
company backs its salesmen and its 
products up with two completely dif- 
ferent advertising and promotional 
campaigns. Jayson and Excello, be- 
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"By Jove, I'd almost dip into capital for her." 


NEW YORKER uses cartoons*... 


cause of their price line differences 
(and their different retail outlets) 
are sold to the consumer and retailer 
with two completely different ap- 
proaches. 

We started our plans for the fall, 
1955, lines approximately four 
months ahead of our convention date. 
Past experience had demonstrated 
that rough layouts and word pictures 
of what was to come simply didn’t do 
the trick. As a result, advertising was 
deliberately planned sufficiently far 
in advance to permit completion of 
every single prometional item the 
men would have as selling tools. This 
included completed engraver’s proofs 
of all national ads (even full color), 
finished models of all point-of-sale 
display material, and a complete mat 
service. 

One month before the convention, 
the agency met with our client’s sales 
promotion manager, John K. North- 
way and Monroe L. Mayer, vice- 
president and general sales manager, 
to plan the advertising end of the 
convention. 

From this initial meeting came the 
following conclusions and agree- 
ments: 

1. The presentation for Excello 
must be handled completely different 
from that for Jayson—just as adver- 
tising was completely different. 

2. No one speaker should be al- 
lowed to talk more than five minutes 
without some sort of visual.or phy- 
sical interruption. 

3. The pace, as well as the speak- 
ers, must be changed as often as 
practical. 


* This cartoon, one of many used at meet- 
ing, is copyright April 27, 1938, The New 


Yorker Magazine, Inc. 
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4. Magazine presentations must 
be as different as possible from those 
put on at previous conventions. 

5. The company wanted every 
promotional piece down to the last 
statement enclosure shown and de- 
scribed to the men in the most 
dramatic way possible. 

6. Our approach was to be indirect 
selling instead of hard selling. This 
approach was decided upon as a 
change from the “hard-sell” planned 
by the various department heads for 
the preceding merchandise meetings. 


Planning Meetings 


Problem of format for the maga- 
zine presentations was taken up im- 
mediately to allow ample time for 
discussion and preparation. Individ- 
ual meetings were set up (through 
the magazine space salesmen) for 
joint discussions with the magazines’ 
promotion departments. The client 
was represented by its sales promotion 
manager (who was directly respon- 
sible for the smooth, orderly function- 
ing of the entire convention) and the 
agency was represented by its account 
executive. 

Magazine people were briefed by 
the agency in advance of initial meet- 
ings on what was wanted. Each was 
clearly told that the men were bored 
with the usual and repetitious slide 
presentations loaded with statistical 
facts proving beyond a doubt that 
blank publication was the greatest. 
Statistics about magazine circulation 
and penetration, it was point out, 
bounced meaninglessly off the sales- 
men at previous conventions. By the 
time they got to the advertising meet- 
ing, salesmen had absorbed all the 


POST uses slides of a salesman's home town and family. 


statistics they could —or would — 
absorb. 

Since the company’s advertising 
was scheduled to appear in 11 major 
publications, it was quickly obvious 
that all publications could not be 
represented by speakers, so it was 
decided to invite only five to speak— 
the five magazines in which major 
promotions were scheduled to run. 

These five magazines had been 
addressing the same men at our con- 
ventions at least twice a year—‘or a 
good many: years. This made it man- 
datory that a different type of pres- 
entation be prepared. 

Out of this series of meetings came 
the following unusual magazine pres- 
entations. 


Saturday Evening Post 


Object: To prove Jocal impact of 
the Post. 

Presentation made by: Jesse Bal- 
lew, manager Retail Merchandise 
Division of the Post. 

Equipment used: Visual-Cast and 
screen. 

In preparation for the convention, 
the Post sent a crew of photographers 
and interviewers to Indianapolis, Ind. 
First assignment (to set the location) 
was an aerial view of the famed 
Indianapolis “Circle.” Next photo- 
graph was one of Alex M. Clark, 
Mayor, Indianapolis. While his 
photograph was on the screen, it was 
brought out that Clark took out his 
first subscription for the Post in May, 
1931, and that his entire family reads 
and enjoys the Post. 

The Mayor was asked to direct 
Post researchers to a typical com- 
munity and he suggested North 
Indianapolis. A photo of the inter- 
section at Pennsylvania and 40th 
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Vorcatile 
New 
Desk lop 
‘Cagette’ 


versatile 


compact 


portable 


economical 


Ideal for small Dealer & Distributor Meetings, 
Sales Training Sessions, Advertising Presenta- 
tions, Employee or Supervisory Meetings or as 
an exhibit at a Trade Show. 


All essential features—pegboard, flannel board, 
screen, lights—are built in. No extras to carry 
or assemble. 


Can be carried in a car, train or plane and 
easily assembled by one man. 


This focal point of your presentation which 
eliminates competition from distracting back- 
grounds is availabie in single units at $175.00 
and in multiple units (two or more) at $150.00 
each. (Price F.O.B. Chicago) Specially made 
carrying case 5. 


THEATRE FOR INDUSTRY | 


SHER ASSOCIATES INC 


BRAND-NEW 


MEETING ROOMS 


- +» PLANNED FOR YOU 


To provide you with the location for a thor- 
oughly successful sales session, every one of 
the Bellevue-Stratford meeting rooms, as well 
as the famous Bellevue Ballroom, has been 
completely renovated and air-conditioned. 
And our experienced staff is trained to solve 
your problems—before they arise! 


THE 
C VALLE, 


“New in Face—Old in Grace” 


BROAD AND WALNUT STS., PHILADELPHIA 2, PA. 


Street was then flashed on the screen. 


‘As the commentator explained that 
they had looked for a typical Indian- 
apolis home, a photograph of the 
home of Joseph Fox, Jayson and 
Excello salesman, was projected on 
the screen—completely unexpected by 
Fox, who was present at the meeting. 

There followed in quick succes- 
sion, an interview with Joe Fox’s 
attractive wife and two young chil- 
dren—a revelation of the fact that 
Joe was not a subscriber to the Post 
(he was called up immediately to the 
speaker’s podium and presented with 
a complimentary subscription)—and 
a further revelation that practically 
every item of clothing Joe owned 
(and most of the branded items in 
his household) were Post advertised 
products. All of the above was il- 
lustrated on the screen with photo- 
graphs, 

The Post presentation continued 
with a series of photographs to show 
Mrs. Fox’s typical day. The camera- 
man and interviewer followed her to 
the local Texaco Service station 
where they have their car serviced. 
Ted Lach, owner of the station, 
turned out to be an old time Post 
reader—and Texaco, of course, ad- 
vertises in the Post. 


Stops were then made at Hook’s 
Drug Co., where Bill Navin, pro- 
prietor and a friend of the Foxes, 
stated that he reads the Post regular- 
ly because it is a “home magazine 
that the whole family can enjoy.” 
The Post also called on Lou Walters 
at the Community Buick Co. that 
sold Joe his last two cars; local A&P 
where Mrs. Fox does most of her 
shopping; Rabbi Maurice Goldblatt, 
Indiana Hebrew Congregation; 
Squire Shop, local men’s shop serv- 
iced by Joe and owned by Leonard 
Kaplow, a close friend of the Foxes; 
and finally, an interview with John 
Enard, assistant cashier, Indiana Na- 
tional Bank, where Joe keeps his 
money. All of the above were illus- 
trated on the screen with photo- 
graphs. 

Jesse Ballew closed his presenta- 
tion with the following comments: 


“You may be wondering why 
we've used the time alloted to us 
without once discussing the strength 
of Post merchandising and how its 
use at the retail level will help move 
Jayson merchandise. What we've 
tried to tell you is that the Post is 
read in homes of all types of Ameri- 
can people and believed in by families 
of salesmen, druggists, service station 
attendants, bankers, and men of God 

and these, after all, are the people 
who buy the merchandise you sell. 
All of this illustrates a point impor- 
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SUGGEST THAT WE GET 
DOWN TO EARTH FOR OUR 
1955 CONVENTION, THEY'LL 
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BY JUPITER, CLEVELAND 
OHIO LOOKS PERFECT 
AND THE HOLLENDEN 
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INTERESTING HOTEL” 
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AFFILIATED NATIONAL HOTELS 

ALABAMA 

al SEMMES Mobile 
Brminghom 
DISTRICT OF COLUMBIA 
ASHINGTON Washington 


INDIANA 


LOUISIANA 


NEBRASKA 
HOTEL PAXTON 


NEW MEXICO 
MOTEL CLOVIS 


SOUTH CAROLINA 
HOTEL WADE HAMPTON 
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Yes! Available for |< Lorbon 
Your Conferences — d) NY Ltd 
. «+ the Famed Advantages of | ATLANTIC CITY, M. J. 


America’s Fabulous Resort , Outstanding Facilities 
3 oe at Sensible Prices 


lf you plan to hold a convention or 
in Atlantic “Clty, it will tng 2 

Investigate the facilities at the Jefferson 

. . Atlantic City's leading moderately 
priced hotel. Famous for its excellent 

sine and outstanding facilities, the 
Jefferson's completely trained convention 
staff is _ assurance of a most success- 
ful mee 


Distinctive >hexncte @ UNEXCELLED LOCATION 


—in the heart of the resort, 
ARIZ convenient to railroad and 
bus terminal. 
BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 


ROOMS accommodating 35 
to 350 persons. 


EXHIBIT SPACE of over 
Unexcelled sli for 13,000 square feet. 


Conventions and Meetings @ SOUNDPROOF, AIR-CON- 
during November, December, DITIONED auditorium. 


January and April 468 COMFORTABLE 
ROOMS in the Jefferson 
Besides the pleasures of a luxury 


resort, the Arizona Biltmore offers de- and its sister hotels. 

luxe rooms and suites accommodat- @® EXPERIENCED STAFF to 
ing 350 people . . . a large dining room handle all details. 

seating 350 to 100... a theatre audi- For complete details and Information 
torium accommodating 250, with for future bookings, write, wire or 
stage and 35 mm and 16 mm pro- telephone Charles A. Fetter, General 
jectors . . . several meeting rooms in Manager. 

sizes suitable for 25 to 100... also 
various recreational and informai 
meeting areas. 


Your delegates enjoy the service 
that the Arizona Biltmore is renowned 
for, as well as its famous leisure time 
diversions . . . its championship 18- 
hole golf course . . . tennis courts... 
colorful swimming pool and cabanas 

. riding stables and scenic trails. 


For rates and other information, z 
Write George Lindholm, General Manage, Jefferson Auditorium 


the ARIZONA BILTMORE, Phoenix, Arizona. ae 
Atlantic City’s Newest & Finest 
e Completely Air Conditioned 


“Nine Minutes From L. A. . . . Right Off the Freeway” 


ALL THE Beautifully decorated Rooms and Suites, with Radio and 
SERVICES OF TV available—Swimming Pool & Health Club—Meeting 
A Rooms—Banquet Rooms-—Parking 


GREAT HOTEL E,. TALL COMMANDAY, Mgr. 


TEL: HOllywood 5-3171 . TELETYPE—L, A. 1786 


Filet of the Stars 


HEART of Hotty WOOD CALIFORNI ag 


tant to you and your firm: The Sat- 
urday Evening Post's impact is local 
because the Saturday Evening Post 
gets to the heart of America!” 

Lillian Fox, the salesman’s wife, 
incidentally, had been sworn to 
secrecy with the result that the entire 
presentation was a complete surprise 
—and effective. After the presenta- 
tion, she was introduced to the con- 
vention. 


Life Magazine 


Object: To prove thorough read- 
ership of Life. 

Presentation made by: Bill Arnold, 
Life. 

While Bill Arnold greeted sales- 
men on behalf of Life, advance copies 
of Life—not yet on newsstands — 
were distributed to the audience. Bill 
then stated that he had met a man 
in the lobby of the hotel on his way 
to the meeting who was just pur- 
chasing Life on the newsstand. After 
engaging the man in conversation and 
being convinced that he was an aver- 
age Life reader, he had prevailed 
upon the man to come up with him 
and tell the convention why he liked 
Life. 

The gentleman was actually John 
Camipbell, memory expert from 
Cleveland who had been flown in for 
the occasion. Campbell had _ been 
given an advance press copy of Life 
the day before the convention which 
he had completely memorized. 

Campbell told the men he was a 
regular Life reader—as a matter of 
fact, he offered to show the men how 
well he had read Life. He asked them 
to turn to any page in the magazine 
and give him captions, page numbers, 
pieces of paper torn out from any 
page in the book, etc., and he rattled 
off exact wordings, size and contents 
of ads, captions, descriptions of 
photos, etc., without a single error. 
All in all, it was an amazing, 
fascinating and unexpectedly enter- 
taining 10 minutes. 

Point made by Bill Arnold was, 
that while Campbell was not an aver- 
age Life reader, people do read Life 
from cover to cover! 


Look Magazine 


Object: To prove dual readership 
of Look. 

Presentation made by: Mrs. Lucia 
Collins, merchandising editor, Look. 

For contrast, we invited an attrac- 
tive woman and able speaker to rep- 
resent Look. Mrs. Collins devoted 
her first five minutes to a discussion 
based on “What makes men buy?” 
She traced the history of woman’s 
influence on men’s fashion, illustrat- 
ing her talk with interesting, little 
known anecdotes such as the origin 
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of the now famous pink shirt by 
Brooks in the early 1900's. 

Then, for a complete change in 
pace, she introduced two young 
models, a boy and a girl, aged six. 
On the stage, a table had been set up 
with a group of shirts to symbolize 
a retail store. While Mrs. Collins 
handled the commentary, the boy 
and girl—in pantomime—went over 
to the table where the boy selected a 
conservative blue shirt. The young 
lady disapproved. She liked the pink 
shirt. The boy said no—emphatically! 
But feminine wiles prevail, and in a 
jiffy the boy has on the pink shirt 
while the young lady of six is show- 
ing him how handsome he looks in 
her little campact mirror. The moral 
by Mrs. Collins: It is not who wears 
the pants, but who buys the shirts 
that counts! 


The Loog presentation ended with 
two adult models—a young man and 
a young girl—dancing on stage to 
the tune of “Tea for Two.” Mrs. 
Collin’s commentary was sung to the 
tune of the song. 

Look’s presentation closed with the 
comment that Look delivers the dual 
readership that moves products off of 
retailers’ shelves. 


The New Yorker 


Object: To prove the tremendous 
selling potential of The New Yorker 
outside of the eastern sales area. 

Presentation made by: Phillip du 
Val, men’s wear manager, The New 
Yorker. 

Equipment used: Visual-Cast and 
screen. 

It seemed only logical that The 
New Yorker should tell its story by 
means of cartoons lifted directly 
from the pages of the magazine, and 
that is exactly what was done to il- 
lustrate the unique, different char- 
acter of the magazine. 

The New Yorker story was told 
by first showing a cartoon of De 
Witt Clinton—a man nobody knew 
because he was not different. It was 
pointed out that although De Witt 
Clinton’s face adorns the tax stamp 
which seals every cigarette package 
—and his face is seen 18 billion 
times each year—nobody recognizes 
him. 

Add a beard to a friendly looking 
face, said du Val (as one advertiser 
did), and he becomes Commander 
Whitehead, the man from Schweppes 
—seen by few, known by everybody 
because he’s different! That, says 
du Val, is the secret of The New 
Yorker—the magazine that is “differ- 
ent from what you suppose.” 

And so the presentation went. A 
famous New Yorker cartoon on 
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sanitation men was used to point up 
the number of advertising pages run 
by the magazine; a cartoon of a man 
locked in a flooded shower to point 
up circulation figures; a cartoon 
showing a portly gentlemen (sans 
pants) to point up the reason for so 
much advertising with such a small 
circulation; a cartoon showing a fat 
and well-to-do gentleman oogling a 
curvaceous young lady to point up 
the quality of readership; a cartoon 
showing a young lady and an elderly 
gentleman in an embrace to point up 
the nation-wide circulation of the 
magazine; and a famous cartoon by 
Steig to show that it is “not the size, 
but the ferocity” that counts. 

Was it effective? Proof positive is 
the fact that up to this point, the 
agency had always been challenged 
by Jayson and Excello salesmen on 
placing advertising in The New 
Yorker. It is most interesting to note 
that while we were bombarded with 
many questions after the meeting, not 
one single man questioned our ad- 
vertising in The New Yorker. 


Esquire Magazine: 


Object: To prove the influence of 
fashion as a selling force. 

Presentation made by: George 
Jones of the Esquire sales staff. 

Equipment used: Visual-Cast and 
screen. 

The Esquire presentation was a 
rather unique one in that the name 
of the publication was not mentioned 
until the last 60 seconds of a 12- 
minute presentation. . 

Briefly, George Jones presented 
the story of fashion as the greatest 
selling force in America today. Each 
point he made was documented with 
provocatively different photographs. 
Fashion, says Jones, is not limited to 
styles in wearing apparel; it is a force 
that affects everything we do, the 
homes we live in, food we eat, 
restaurants we frequent, liquor we 
drink, brands we prefer. Fashion is 
the smart thing to do, the smart 
thing to own. 

The “force of fashion” is in op- 
eration wherever and whenever we 
spend money. It springs from the 
desire of Americans particularly to 
possess the “last word” in all forms 
of luxuries. Fashion is the force that 
makes us think that things are ob- 
solete before they are worn out. 

Esquire’s presentation forcefully 
and dramatically drove its moral 
home, point by point, in a subtle, in- 
direct manner leading inevitably up 
to the obvious conclusion: that 
Esquire teaches a man _fashion’s 
secrets—how to enjoy his home, how 
to live—and that Esquire puts 
fashion to work in America as a sell- 


Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 + 3,000 
Volume Reference Library * 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim. 
ming in Olympic-size pool * 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 


EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW BEING 
MADE FOR 1956, 1957 AND 1958 


For information write 
Loretta E. Ziegler, 
Convention Manager 


Clifford R. Gillam, General Manager 


\o D PERSONALIZED PUNCH 
©\ 10 YOUR SALES PROMOTION 


t 


Advertise with 


Your trademark, logo, slogan, or product, color- 
fully reproduced on regular or bow ties, will 
symbolize the cooperative good will that marks 
every successful business, 


Designed to your needs . . . dignified 
or flamboyont . . . this HAND MADE 
neckweor of distinctive quality will 
add punch to your sales program, con- 
vention, new-product announcement, 
or any special event. Top quality in 
any quantity . . . one unit or a million! 
Write TODAY for details. F 


1 4, jad 
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quantity. 
AMERICAN 
NECKWEAR MFG. CO. 
Dept. MS 
320 S. FRANKLIN ST. 
CHICAGO 6, ILLINOIS 


TRADE MARK 


personalized 
exhibits 


Messmore & pamon 


That “something extra” in 
our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 
We build to help you sell. 


May we fill this role for you? 


Messmore and Damon 
1461 Park Avenue 
New York, New York 
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ing torce in a manner unique to | 


Esquire. 

Equally as important—and equally 
as different from the ordinary—was 
our method of presenting the actual 
advertising program to salesmen. 

Our over-all theme, “Jayson and 
Excello Add a Fourth Dimension to 
Advertising,” was based on the un- 
usual amount of unsolicited consumer 
and trade publicity accorded the Jay- 
son and Excello advertising program 
of the past two years. 

A prime factor in this unsolicited 
publicity had been a unique series of 
“stopper” ads which had proved so 
successful that they were converted 
into pajama and sport shirt fabrics 
(See SaALEs MANAGEMENT, March 
1, 1955, p. 42). 

Using this as a key to our presen- 
tation, we dressed three striking 
young ladies in the tops of pajamas 
designed. from the art used in “our 
national ads. As each promotional 
piece was discussed, one of the girls 
appeared on stage carrying a large 
blow-up of the display, counter card, 
or whatever it was we were talking 
about. At the end of the comments 
about the item, she walked into the 
audience and let the men have a 
close up look (at the promotional 
piece, of course). 

Obviously, our material got maxi- 
mum attention. 


Color Blowups 


All of the material was presented 
in promotional “packages.’’ On stage 
were 30” x 40” blow-ups in color of 
covers of magazines in which our ads 
were to appear. On cue, one of the 
girls pivoted the cover of the maga- 
zine to show a 30” x 40” full color 
blow-up of our national ad. 

Then, in rapid order, all tie-in 
material was unveiled by the girls: 
swatch cards, trade ads, trade mail- 
ings, retail counter cards, newspaper 
mat ads, statement enclosures. 

The Excello presentation was 
given approximately three-quarters of 
an hour later. Since Excello is the 
more sophisticated member of the F. 
Jacobson & Sons, Inc. family, our 
approach was different. 

This time, we used the same 
models—but dressed in beautiful, ex- 
pensive mink stoles with lovely cock- 
tail dresses and fine jewelry to match. 
For when you sell Excello, you’re in 
the mink class. 

Once again, the girls displayed 
each piece of promotional material to 
the men and carried them into the 
audience for closer examination. 

Conclusion of the advertising end 


The RIGHT Hotel... 
in a Great 
Convention City! 


Ritz- 
farlton 


ON THE BOARDWALK 
ATLANTIC CITY 


Nearest boardwalk 

hote! to Convention 

Hall. Complete convention 
facilities for up to 600 
persons on one 

floor. Famous 


Special Sales 
Meetings and 

Convention Rates 
Merry-Go-Round 


from +6 
Lounge. All suites 


and bedrooms ne SINGLE 


ocean view. $ 
from bs 4 


DOUBLE 


Write, or phone 
Atlantic City 4-305! 
Michael T. McGarry 
Vice President 


and 
General Manager 


HOTEL RESORT 


21 Garden Acres 
by-the-Sea 


You can be as active here as you 
wish, or relax as you please. 


Accommodations for conventions any 
size to 300 guests—or sales meetings 
—with 5 private dining or session 
rooms. Cocktail lounge, dining reom, 
and modern garage. 


Miramar's private sandy beach will 
delight you. Heated swimming pool, 
also tennis, shuffle board, croquet. 


Just 90 miles from Los Angeles, in 
suburben Montecito. Speciai group 
rates on request. European plan. Your 
inquiries will receive the personal 
interest of — 


William P. Gawzner, Monager 
GLUE ROOFS FY THE OtUE Sea 


MIRAMAR 


HOTEL AND COTTAGES 
COAST GNWAY SANA Dambate 
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of the program was achieved by 
having the three girls carry out a 
huge blow-up of the new salesman’s 
Advance Card, which, when opened 
by the girls, carried the words: 
“Don’t Forget to Use It.” 

Were the results worth our 
efforts? Here is a quote from a letter 
received by the agency from John 
K. Northway, Jayson’s and Excello’s 
sales promotion manager: 


Hard Boiled 


“Ours is a pretty hard boiled gang, 
and they have been bombarded with 
dry statistics for so many years, they 
can sit through an ordinary presenta- 
tion and never hear a word that is 
being said. By removing the recent 
presentation from the realm of 
statistics and dramatizing and hu- 
manizing it, they sat up and listened, 
they got the point, and have assured 
us that they will remember what they 
heard and will put it to good use. 

“T think a special word of praise is 
due to all of the publications who 
abandoned normal competitive prac- 
tices and cooperated with us so 
beautifully. As a veteran of many 
years of this sort of thing, I can add 
that it was most interesting of all to 
me to note that not only our own 
people, but also the old professionals 
from the various publications sat up 
straight and did not miss a word that 
was said. 

“Looking to the future, I think our 
theme song should be ‘Why Don’t 
We Do This More Often.’ ” 

As a final touch, it was arranged 
for each of the five publications that 
presented their story at the conven- 
tion to drop each salesman a personal 
“thank-you” note at his home, along 
with a complimentary gift. Saturday 
Evening Post sent each man a book 
of its short stories ; Life sent a special- 
ly designed automatic pencil adver- 
tising Life and Jayson; Esquire sent 
an Esky desk calendar; Look a pair 
of sunglasses in a specially prepared 
envelope keyed to the 1955 conven- 
tion; The New Yorker sent a book 
of cartoons. Letters and gifts were 
timed to reach the. salesmen’s homes 
the day they arrived back from New 
York: 

In addition the Jacobson company 
delivered to salesmen’s homes the 
very same day, complete promotional 
packages including salesmen’s retail 
advertising presentations, counter 
cards, tear sheets of all ads and an 
extra supply, of order forms for all 
promotional material presented at 
the convention. 


The End 
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the Papa of ’Em All! 


Lording it over the world’s largest state fair in Dallas this month is the 
world’s tallest Texan—52 feet high Big Tex—a giant symbol of a giant 
show. 


His 2% million happy visitors will be impressed with the modernity 
and permanence of State Fair Park's facilities—valued at more than 
35 million dollars—and the excellent display of 10,000 exhibits. 


There's a simple explanation for its impressiveness. This is 
merely the big show of many shows held annually at State Fair 
Park, the site of some of the nation’s most successful conventions and 
trade shows because of versatile facilities, year-round entertainment 
attractions and convenience to downtown Dallas. 


Besides, at planning happy times and big meetings, Tex is a pro. 
In fact, he’s just about the papa of ‘em all! 


For illustrated booklet, write 
JAMES H. STEWART, Vice-Pres. and Gen. Mgr. 
State Fair of Texas, Box 7755, Dalles 26. 


STATE FAIR OF TEXAS Reape 


BIGGER THAN EVER * 16 DAYS-17 NIGHTS 


_—— 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


Groups from the following companies were recently entertained at the Belleview: 
Travelers Insurance Company, Aetna Life, New York Life, John Hancock Mutual 
Life, Mutual Benefit Life, American United Life, tts Mutual Life, Berk- 
shire Life, International Association of Insurance Counsel, U. S. Independent 
Telephone Assm., N.A.M. Industrial Division, American Dermatological Assn 
Envelope Manufacturers Assn., Family Finance Corp., TIME, Inc. 


|} DON CHURCH, Manager 
0 


EMPHASIS in overseas exhibits is on American advances. Industrial design is featured at Liege, Belgium. 


Inside Story of U.S. Exhibits Abroad 


Bragging—not business—is Government's interest in for- 


eign fairs. While Uncle Sam shows off, American business 


gets a free ride for its participation. Several phases of ex- 
hibit program may come under Congressional scrutiny. 


BY JEROME SCHOENFELD 


At its own expense, the Govern- 
ment ships to every part of the world 
and then exhibits all sorts of branded 
products, from facial tissue to gas 
pumps. At international fairs where 
these things are shown, there’s always 
somebody around to tell the inquiring 
businessman from France, Indonesia 
or Colombia where he can place an 
order. 

The Government does this, not 
because it particularly wants to aug- 
ment the foreign promotion of Ameri- 
can companies but in order to show 
off, to brag. To let foreigners see what 
Americans manufacture and use, it 
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spends about $5 million a year. 

Department of Commerce has al- 
ways encouraged American companies 
to enter trade fairs. Encouragement 
used to consist of publishing articles 
about them in its own periodicals, 
and sometimes, for emphasis, issuing 
handouts calling attention to the ar- 
ticles. Some companies, by habit, took 
part anyway; others, most likely, 
never heard of the articles. 

Then, in July 1955, the President 
sent a message to Congress proposing 
that the Government participate di- 
rectly, the money to come from his 
emergency funds. It was part of the 


cold war. 

“TI consider it essential,” said the 
President, ‘that we take immediate 
and vigorous action to demonstrate 
the superiority of the products and 
cultural values of our system of free 
enterprise.” No longer would Russian 
ballet dancers, musicians, chess play- 
ers and athletes steal the show, with 
nothing and nobody to represent the 
United States. 

At a particular fair, the American 
exhibit is divided rigidly into halves: 
products and culture—with different 
agencies officiating over each. Depart- 
ment of Commerce collects prod- 
ucts and United States Information 
Agency throws in the culture, which 
consists of symphony orchestras, TV 
shows, dance teams, ballet, etc., de- 
signed, as at any fair, to pull in the 
crowd. Over the whole business sits 
the Department of State, which, of 
course, manages whatever foreign 
negotiation is called for — usually a 
good deal. 

If it’s a big fair, you’ll find the 
Government show fringed with pri- 
vate ones by American companies, 
some of which have departments that 
continually prepare exhibits for home 
and abroad. Among companies that 
were going to fairs long before the 
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Kodak shutter development combines 


i sound-and-silent versatility with 


40% extra sereen brilliance! 


How amazing new SUPER-40 
Shutter increases projector 


versatility and brilliance: 


1. Switch on at silent speed. The 
Super-40 Shutter automatically 
presents three shutter blades to 
produce 48 light interruptions 
per second, the motion-picture- 
industry standard for comfort- 
ably flicker-free projection. 


2. Switch to sound speed. Super-40 
Shutter shifts automatically to 
two blades. You car see the 
picture brighten by more than 
40%! Yet there are still 48 light 
interruptions per second, and 
your movies remain comfort- 
ably free from flicker! 


3. Or lock the shutter in 3-bladed 
position when you don't need 
the extra brilliance. (To return 
to automatic shifting, just re- 
lease the locking lever.) 


Now in Pageant A-V models without extra cost... 


Kodak’s amazing new SUPER-40 Shutter 


Kodascope Pageant Sound Projectors have long been respected 
as outstanding in all 16mm. sound projection’s most important 
characteristics. Exclusive permanent pre-lubrication, for ex- 
ample, makes Pageants the easiest of all projectors to main- 
tain, the surest to use, and the most permanently quiet in opera- 
tion. And there are other features, like the unique sound- 
focusing Fidelity Control and the built-in field-sharpening 
element, that make Pageants outstanding in sound and picture 
quality, too. 

Now, with the Super-40 Shutter, there’s still another basis 
of Pageant superiority. This amazing shutter provides more 
than 40%, extra illumination at sound-speed operation; yet 
thanks to its automatic-shift feature, movies are comfortably 
free from flicker at both sound and silent speeds. 


Pageant Sound Projectors, more than ever, merit top recom- 
mendation, because Pageants have now achieved a versatility 
of performance never before approached in 16mm. projection! 
The Super-40 Shutter equips Pageant A-V Model Projectors 
for both sound and silent operation... makes them capable 
of projection not only under “normal” conditions, but also 
under difficult conditions of illumination, in hard-to-darken 
rooms, in large halls—wherever additional brilliance, extra- 
long “throws,” or unusually large images are required! 

The Super-40 Shutter is supplied without extra cost in any 
of three new Kodascope Pageant Sound Projector models of 
varying amplifier output and speaker capacity. See your 
Kodak Audio-Visual Dealer for full details... or just mail 
the coupon for a new free Pageant Projector catalog. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, “— 


Please send catalog on 


TITLE 


new Pageant Projectors 
with Super-40 Shutters. 


ORGANIZATION 


1955 


/ 

. * * > 
Virginia’ Bost 
FINEST MEETING FACILITIES IN ALL 
OF VIRGINIA ARE YOURS IN THESE 


EXPERTLY-MANAGED AND TASTE- 
FULLY-APPOINTED HOTELS, 


144 air conditioned bedrooms and ad- 
ditional meeting rooms now being 
added. 


Ready for occupancy October, 1955 
for metropolitan meetings. 


Fifth and Franklin 
RICHMOND, VIRGINIA 


AIR-CONDITIONED Virginia Room, on main 
lobby floor, seats up to 1,000. 


ROOF GARDEN accommodates 500. 6 AIR- 
CONDITIGNED CONFERENCE ROOMS. 
500 OUTSIDE ROOMS, EACH WITH 
PRIVATE BATH. 


for resort conventions 


3 or Az Y, 
in * ee %s 


Chamberlin 


Old Point Comfort, Fort Monroe, Va. 


The Largest and Finest Hotel on 
Virginia’s East Coast 

AIR-CONDITIONED Virginia Room (400) 
AIR-CONDITIONED Hampton Room (425) 


AIR-CONDITIONED Monroe Room (125) 


AIR-CONDITIONED Chesapecke Room (30) 
Roof Garden 


300 Beautifully Furnished Rooms, All Outside, 
each with private baths. 


OPEN ALL YEAR 


RICHMOND HOTELS, INC. 
RICHMOND, VIRGINIA 


HOTEL KING CARTER 
250 Rooms. Rates from $3.00 
HOTEL RICHMOND 
300 Rooms. Rates from $3.75 
HOTEL WM. BYRD 
300 Rooms. Rates from $3.75 
for FREE, Interesting Brochure, 


ing Full Convention Facilities in De- 
tall and Floor Plans! 


Congress May Take a Look 


Congressional committees may investigate the part Department of Com- 
merce takes in foreign trade fairs. Congressman who are indignant are 
peddling among various House committees these points: 

1. Many classes of products are excluded. (This is hardly the fault of the 
Department which doesn’t decide the kinds of products being exhibited.) 

2. Government pays transportation and $10 a day to men on company 
salaries. (The House Judiciary Committee, which has been looking into such 
employment of company men, may expand its inquiry to cover fairs.) 


Government did you'll find General 
Electric Co., General Motors Corp., 
Westinghouse Electric Corp.,\ East- 
man Kodak Co., International Har- 
vester Co., International Business 
Machines Corp. In the past it was 
mostly major corporations that ex- 
hibited abroad. The new program 
opens foreign exhibiting to small com- 
panies as well. 

There are more than 140 inter- 
national fairs a year. In the year 
ended June 30, 1955, the Govern- 
ment took part in 15; this fall, a 
tentative list suggests it will cover the 
same number. In doing so, it will 
range all over the world. 

Sometimes, the invitation to join 
comes from abroad ; som@times an am- 
bassador in a foreign capital is told 
to fish around for one. Department of 
State chooses the fairs — always on 
high pvulicy grounds that haven’t 
much to do with mere business. 


Create Motif 


Commerce Department prepares the 
trade exhibit. One of its early jobs 
is to set what’s called the “motif,” 
which means to dream up some such 
slogan as “Industry in the Service of 
Man,” which the particular exhibits 
then will illustrate. 

Next job, though less creative, is 
harder. The Department must decide 
how much space to rent and how 
many exhibits to show. These obvi- 
ously depend on each other. 

Most delicate is the business of 
finding exhibitors. If there were 
enough space for just one in every 
five that wanted to offer samples, 
somebody would have to select the 
one. When it’s Government that 
selects, those left out have a nasty 
way of complaining to Senators. 

Most tactful way to handle this 
is, of course, to pass the buck. The 
Government man finds out which 
trade association is most important in 
the field and gets hold of its secretary. 
He, if anybody, should know which 
companies to ask. 

The trade association secretary, 
who, himself, can hardly discriminate 


among his members, sends out a bul- 
letin. He doesn’t write that the Gov- 
ernment has offered to ship and dis- 
play samples at its own expense. He’d 
be flooded if he did. He asks his mem- 
bers if they want to help the Govern- 
ment; he makes it sound hard. Gov- 
ernment, he informs them, is out to 
solicit gifts or loans of products, 
which is the way Government itself 
words it. 

If he expects to be deluged, he and 
a Government man carefully work 
out restrictions on what will be ac- 
cepted: exhibits must show this touch 
of industrial inventiveness or such and 
such use of certain materials. Other 
“stay away” signs may warn off fly- 
by-nights, who hope, on the basis of 
a sample, to pick up orders the filling 
of which they might subsequently be 
able to contract. Companies not 
geared to fill small orders from the 
other side of the world must also be 
kept away. No surety deposits are 
demanded. 


Ship Collect 


A company that has prepared an 
exhibit will be told to ship it collect 
to some given port, “U. S. Central 
Exhibit.”” Government puts it aboard 
ship, unloads it, freights it to the 
fair, sets it up. 

Officials who have gone to foreign 
fairs come back complaining bitterly 
that the American embassy or the 
foreign staff or somebody else never 
reserved hotel rooms, as it had been 
told to, nor made proper arrangements 
to park hired foreign cars. It’s the 
familiar grievance of an American 
exhibitor against the local office. As 
in the domestic case, the fair, in the 
end, goes off beautifully. 


Not Just Samples 


Not always is it a mere matter of 
offering a sample to lure foreign or- 
ders. At Barcelona, this spring, the 
Government showed a furnished, pre- 
fabricated five-room house, put up by 
builders who hardly were looking for 
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HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer’ 
CLIMATE AT THE 


Dom Hirt 


AUGUSTA, GEORGIA 
*"Golf Capital of the Nation"* 
The South’s finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED . . . including 
®@ all restaurants, cocktail lounge, 
lobby, meeting rooms and most 
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® Spectacular, outdoor swimming 
pool 
® Golfing privileges (five minutes’ 
walk from hotel) 
For information write: 


= Harold Lieberman, General Manager 
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ST. CLAIR HOTEL 


Michigan Blvd. at Ohio St. 
Chicago 11, Ill. 


6 Large Air Conditioned 

Meeting & Banquet Halls 
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Persons—8000 Sq. Ft 


600 Outside Sleeping 
Rooms—450 Overlooking 
Lake Michigan 


Owner Management Assures 
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For Complete Information 
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foreign business. Furnishings, of 
course, are something else. 

Foreign businessmen have always 
haunted the fairs, looking for both 
bargains and customers. The special 
shows—TYV, ballet, etc.—draw in the 
curious public, too. Foreign mer- 
chants will size up what they see, 
judging whether they'd sell in their 
own markets. 


No Business in Booth 


It’s the rule that no business may 
be done at United States Govern- 
ment booths. To the buyers, this is 
a nuisance; they came, precisely, in 
order to shop. When a prospect prices 
something, the Government man at 
the post will give him the name and 
address of the company or its foreign 
sales agent, if it has one. If the buyer 
is interested in a whole class of prod- 
ucts, he’ll get a list of companies, 
again drawn up with the help of a 
trade association. 

Booths are manned by both career 
Government men and company men, 
temporarily working for Government 
at $10 a day plus transportation. 
Company men may not, and from all 
reports do not, boost their own prod- 
ucts at the expense of competing ones. 

The End 


Training "Package" 
From Convention Sessions 


Employe training programs 
of Super Market Institute mem- 
bers will get a boost from a 
“miniature convention” pack- 
age being offered by the Insti- 
tute. 

The package, containing tape 
recordings, slides and _ scripts 
culled from the proceedings of 
the 1955 SMI annual conven- 
tion, runs about 190 minutes. It 
was created in response to ‘“‘an 
urgent need for personnel train- 
ing materials,” according to 
SMI, 

“With this packaging tech- 
nique, we can bring the con- 
vention to about a quarter of a 
million super market employes,” 
says Joseph P. Mott, newly 
elected SMI president. 

The complete package, with 
60 two by two color slides and 
five recorded speeches sells for 
$45. Individual speeches with 
related slides may be purchased 
separately. 
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Washington's 
Largest Downtown Ballroom 
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In addition to Washington's most spa- 
cious ballroom, there is the newly 
restored south ballroom—and nine 
additional meeting rooms—all air con- 
ditioned. Dining and bar facilities have 
been modernized and expanded. New 
adjacent garage facilities are available. 
All suites and bedrooms are air condi- 
tioned and furnished with radio and 
large screen television. Write for com- 
plete convention informations 


Douglas A. Stalker, 
General Manager 


Teletype WA-732 
Telephone 
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14th Street and Pennsylvania Avenue, N. W. 
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Why Don't You 


Invite Wives ? 


BY E. D. PARRISH 


Director of Convention Services, Chalfonte-Haddon Hall 


Wives help to improve company conventions. They want to 
know about the company and can do a great deal to stimu- 
late better performance by their husbands. Special busi- 
ne:3 sessions for women are among hints for handling wives. 


A new concept of employe morale 
is rapidly changing the pattern of the 
American convention. 

Modern industry has long known 
that the importance of women in 
business should not be underestimated. 
This applies whether she happens to 
be a good secretary, friendly telephone 
operator, efficient file clerk, compe- 
tent bookkeeper or partner or stock- 
holder. 

Only recently, however, have cor- 
porations realized the importance of 
cultivating the attention of wives of 
key personnel on the ground that in 
the attitudes of these wives rests the 
vital job interest and work efficiency 
of their husbands. 

This new concept has broadened 
the scope of national, regional and 
company meetings. Today, the Amer- 
ican convention is becoming more and 
more a family affair. 

We at Chalfonte-Haddon Hall 
are witnessing this change. During 
the past years our staff here in At- 
lantic City has become increasingly 
aware of wives’ contribution to both 
the enjoyment and effectiveness of 
any event. 

It has been evident to us that the 
most successful conventions are’ those 
that are attended by both husbands 
and wives. The husband’s attendance 
at meetings is greatly improved. Ses- 
sions are more businesslike and, un- 
less all appearances are deceptive, 
delegates are more alert, more at- 
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tentive and more receptive. 

But the introduction of wives to 
conventions has created its own set of 
problems—problems that must weigh 
heavily on the already overburdened 
convention chairman. Once invited, 
women cannot be ignored. They can- 
not be expected to sit with their 
husbands during business sessions, 
nor to look out for themselves in a 
strange ‘ town — searching for their 
own amusements. 

A recent trend in convention plan- 
ning has been the permanent women’s 
program chairman. Usually the wife 
of one of the leading delegates, the 
women’s chairman visits the site of 
the convention in advance. She at- 
tends the shows, takes the sightseeing 
tours, checks on arrangements and 
inspects the hotel facilities making 
certain that all is in order. 

A convention wife must be enter- 
tained or at least directed toward ac- 
tivities to fill the hours when her 
husband is busy. Planners of conven- 
tions must cater to her semi-tourist, 
semi-curious, semi-reluctant but all- 
feminine nature. 

She wi!l want to meet other con- 
vention wives with similar tastes and 
interests and then be given time to 
enjoy those newly found friendships. 

While her husband is at meetings, 
she would like an opportunity to join 
planned sightseeing or shopping tours 
—with clean, comfortable transpor- 
tation. 


Your wife wants you to read this . . . 


She wants to know more about the 
company that employs her husband, 
why it is having a convention and 
what business it hopes to accomplish. 

Of course, she would like to meet 
her husband’s bosses and their wives 
but she does not want to be forced 
into constant and perpetual associa- 
tion with them. She would like a cer- 
tain amount of planned entertainment 
but needs enough free time to shop, 
sleep late and occasionally get off by 
herself. 

On the other hand, a delegate 
whose wife is attending his conven- 
tion, has a few problems of his own, 
too. He wants to be sure his wife is 
having a good time while he is busy 
in meetings. He would like her to 
feel at home so that he may leave her 
alone or with friends while he pur- 
sues information or advice from busi- 
ness acquaintances. He looks forward 
to the planned social events which he 
attends with his wife and meets the 
people she has met and liked during 
the convention. 

During the past several years 
Chalfonte-Haddon Hall has been 
host to hundreds of conventions that 
successfully ran dual programs for 
husbands and wives. We asked our 
convention staff to compile some of 
the events that in their estimation con- 
tributed most to a congenial mixed 
convention. 

Their observations make a list of 
an even dozen convention hints. You 
might be able to suggest other hints 
or woman’s programs from your ex- 
perience. If so, we would like to see 
them. 

1. Pre-convention social: Many 
delegates arrive early, a day or two 
before the convention begins. A good 
ice-breaker is a pre-convention tea or 
cocktail party. People should relax 

(continued on page 42) 
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And you should have her read this . . . 


When you go to a convention with 
your husband, remember always that 
you are attending to help him and to 
further his interests. It is not just 
to have a good time, although, of 
course, you should have that, too. 

Be gracious to everyone and fit 
yourself to your husband’s plans as 


perhaps you never would at home. 


Never commit him to anything, or ac- 
cept any invitation or proposal, no 
matter how trivial, without first con- 
sulting him. 

Many groups send out a bulletin 
before a meeting to describe activities 
and facilities of the meeting place. 
If your group does not do this, find 
out what you can about the spot and 
plan your wardrobe accordingly. 
Leave the bikini at home and remem- 
ber it is always better to be under- 
dressed than overdressed. Keep in 
mind that most meetings have at least 
one and often two nights when eve- 
ning dress is expected. Also, keep an 
eye on your husband’s wardrobe; see 
to it that his suits are pressed, and 
that he always has a clean dress shirt 
and suitable tie. 

Activities usually are planned for 
the ladies during the men’s meeting 
hours: a “get-acquainted” tea, card 
tournaments, putting contests, bingo, 
and so on. Go in for as many of 
these as you can, even if they might 
not all be your dish of tea. It is a 
good way to meet some of the other 
wives, and it is just as important, if 
not more so, to be liked by them as 
by their husbands. 

Try to remember names, even if 
the project seems overwhelming at 
first. If it is a meeting that you 
will be attending again, promote the 
idea of name tags for everyone if it 
is not a regular practice. Obtain a 
membership list and put comments 
beside the names to help you tie name 
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What Every Wife 
Should Know 


BY MRS. MARTIN WHEELER 


When you attend a convention with your husband, your 
first consideration is how you may help him. You have to 
develop the art of disappearing at times and not complain 
about being left alone. His future depends on how you act. 


and face together. Don’t forget to 
look over your list before the next 
meeting! 

Know enough about your hus- 
band’s business and particular posi- 
tion to be able to look and sound 
intelligent if they are discussed, but 
be careful. Do not bring up the sub- 
ject of his company yourself, and 
never, never discuss its internal prob- 
lems or personnel with anyone. Even 
the most seemingly innocent remark 
may be misunderstood or misleading 
if repeated out of context. And don’t 
forget, his company is paying for this 
trip. Don’t charge things in hotel 
stores or needlessly run up the ex- 
pense account. 

Most conventioneers are gay and 
relaxed and there is usually quite a 
lot of drinking going on. Know 
your own capacity and stay at least 
one drink under it. N ver take the 
initiative in ordering drinks or wine; 
your husband will know when to do 
this. It is all very well for Mrs. 
Jones to do a solo can-can or for 
Mr. Smith to take a swim in his 
dinner coat, but not you. The idea 
is to be remembered the next day as 
a lady—not as the one who talked 
out of turn or passed out, or told off- 
color stories. Your husband’s repu- 
tation and often his future depend 
on you, too, so do nothing to embar- 
rass him. 

The most trying thing that will 


happen to you is just being left alone. 
Your husband has to see people when 
the opportunity arises, and to circu- 
late at gatherings to become known 
and to maintain previous contacts. 
Sometimes he will want you with hin 
and sometimes not. You have to de- 
velop a sixth sense about when to be 
available and when to evaporate tact- 
fully into thin air. If you are left 
seated alone, or standing at the fringe 
of a large group, keep your face 
pleasant. If you see a familiar face, 
smile—perhaps its owner will come 
over and join you. If not, keep calm 
and look happy, as though you were 
expecting someone any moment. Your 
husband will be back for you even- 
tually, so be sure to greet him with 
a smile, not a scowl or a “How dare 
you!” 

Remember, as you get to know 
more and more people, you will be 
alone less frequently, and after all, 
your husband is not leaving you just 
to be annoying. It’s business—im- 
portant business—and the reason he 
is attending the convention. 

At all times, stay flexible. Be pre- 
pared to do anything your husband 
asks, and for all plans to be switched 
completely without warning. If you 
will stay calm, courteous and col- 
lected, you will be a help to your 
husband—not a hindrance—and actu- 
ally will end up by having a fine time 
yourself as well. The End 
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and get acquainted before the meetings 
begin. 

2. Registration for wives: Separate 
registration sets the idea firmly in 
mind that women do have a program 
of their own. It gives them a feeling 
of having an identity and of being 
wanted. 

3. Ladies’ headquarters: Dele- 
gates’ wives are strangers and need a 
place to meet and a place where they 
can get information on transportation, 
shopping, theater tickets and local 
entertainment. Daily coffee hours in 
these quarters is desirable. 

4. Social director for women: 
We employ regularly two social di- 
rectors for our resort guests. Their 
experience is invaluable in handling 
convention programs. They have the 
ability to introduce compatible per- 
sonalities and keep an interesting pro- 
gram moving without stampeding 
those who prefer a more leisurely 
visit. 

5. Invite ladies to opening lunch- 
eon: Since the first luncheon is usually 
an introductory session, setting the 
keynote for the convention, wives ap- 
preciate being invited. It gives them 
an insight into the purpose and goals 
of the forthcoming business meetings. 

6. Morning coffee break: We be- 
lieve that all business meetings should 
be interrupted midway with a chance 
to get out of the room for a moment, 
to stretch and smoke a cigarette. We 
set up a coffee bar for these breaks. 
Wives appreciate being invited to 
attend. 

7. Business meeting for wives: 
One of the more special and best ap- 
preciated events for women is a 
“wives only” business session. Wives 
are given a clear picture of the com- 
pany and industry for which their 
husbands’ work. Products are de- 
scribed and problems of sales and 
service explained in some detail. 
Wives are asked to comment on prod- 
ucts and company policies. They leave 
the meeting with broader appreciation 
of their husbands’ daily problems. 

8. Fashion show: All women love 
to see the newest styles and a fashion 


show never seems to fail as a hit of 
any convention. One word of caution, 
be sure your fashion show includes 
styles in a wide price range. No 
woman is interested in seeing only 
those items she can’t afford. Remember 
too, fashions should be chosen for the 
age and style of each group. 

9. Sightseeing tours: Wives of 
conventioneers are still tourists and 
are interested in guided group-tours of 
local places of interest. 

10. Program for a rainy day: 
Card games, theater parties, concerts 
and other events help pass the time 
on rainy days when window shopping 
is not feasible. In a resort city it is 
possible to keep convention wives in 
close contact with each other. We 
believe in encouraging group partici- 
pation wherever possible. 

li. Favors and souvenirs: Every 
woman—and man, too, for that mat- 
ter—likes to take something home as 
a remembrance of a pleasant visit. 
Luncheon favors or samples of com- 
pany products are often satisfactory. 
The value is in the joy and apprecia- 
tion of receiving an unexpected gift. 

12. Farewell party: We at Chal- 
fonte-Haddon Hall are firmly con- 
vinced of one thing —the greatest 
crime perpetuated on the American 
convention delegate is the final grand 
banquet of most meetings. Why, after 
days of speeches, luncheons and busi- 
ness sessions, it has become general 
practice to schedule a grand finale of 
more of the same is beyond us. 


In our estimation, the final event 
at a convention which wives attend 
should be as gay and entertaining as 
possible. In a festive party atmosphere, 
after the pressure of meetings is past, 
new friends can mingle with old, 
building close personal relationships 
which will certainly contribute more 
toward improving company employe 
morale than afterdinner speeches. 

To those of us in the hotel business, 
one thing is certain—the convention 
wife is here to stay. As far as we are 
concerned, she is indeed a welcome 
guest. 


Where Are We Going to Meet? 


It is no longer a painful task to find just 

the right site for your large or small 
| meeting, traveling show or special con- 
| vention. Just write down these facts: 


1. Number of people to attend. 
2. Number of days to run. 

3. Probable dates. 

4. Preferred areas or cities. 

5. Hotel facilities you require. 


Send these facts (in a letter) to Meeting-Site Service (a division of SALES MEETINGS’ 
Research Department). Without charge, a check will be made of all available hotel 
facilities to meet your requirements and a list of possible sites will be sent to you with 
color brochures. For this free service, simply write: 


MEETING-SITE SERVICE 
1212 Chestnut Street, Philadelphia 7, Pa. 
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“DON'T JAM UP your mental machinery 
by trying to create and judge at the same 
time,” says Alex F. Osborn, founder of 
creative-thinking sessions. 


“EVEN THE WORST IDEA can lead to 
one that is worth while,” points out C. 
Frank Hix, Jr., supervisor of G-E's Crea- 
tive Engineering Program. 


If you experiment with new techniques... 


“BRAINSTORM SPECIFIC PROBLEMS 
. .« We have proved that the system 
works," says Donald C. Mitchell, univer- 
sity instructor in creative thinking. 


You'll Be “Brainstorming” Soon 


You can call it think shop, idea workshop or creative-think- 
ing sessions. !t is a procedure to stimulate imagination of 
a group and to apply it constructively to specific problems. 


Are you suffering from committee 
fatigue, staff meeting paralysis, con- 
ference frustration? Do you feel de- 
pressed at the thought of planning a 
program for your next convention? 

The prescription you and your as- 
sociates need may be a strong dose of 
creative tonic and a course of exercises 
to limber up your creaky imagination. 

This remedy, in the form of think 
shops, idea workshops and classes in 
creative thinking, is being used with 
notable success by such firms as Gen- 
eral Electric Co., General Motors 
Corp., B. F. Goodrich Co., Inter- 
national Business Machines Corp., 
National Cash Register Co., Taylor 
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Instrument Co.; and in many colleges 
and universities. 

At the center of this mushrooming 
movement is the lean, athletic figure 
of 67-year-old adman Alex F. Osborn 
of Batten, Barton, Durstine and Os- 
born, whose avowed plan is to devote 
the rest of his life to fostering a more 
creative trend in education. His text- 
book, “Applied Imagination,” (Scrib- 
ners) and companion lesson manuals 
are used in hundreds of classes, and 
he has assigned all royalties to the 
two-year-old Creative Education 
Foundation, of which he is president 
and founder. 

Essence of Osborn’s system of teach- 


ing creativity is his insistence on 
separation of creative and judicial 
thinking. Our educational system 
stresses memory and judgment at the 
expense of imagination, he believes. 
He advocates “brainstorm panels,” 
which he originated in his advertising 
business in 1939, as a substitute for 
the usual conferences and committee 
meetings. 

A brainstorm is a sort of jam ses- 
sion of ideas. Judgment is suspended 
and criticism forbidden until members 
of the panel have accumulated a stock- 
pile of ideas, which will be sorted out 
and judged at another meeting. Even 
the wildest suggestion is added to the 
list, for it may help to generate a 
better one. Ideas may be written 
down or recorded on tape. 

“Thinking up is the important 
thing,” Osborn says. “It’s easy to 
tone down your ideas later, but don’t 
jam up your mental machinery by 
trying to create and judge at the 
same time. Critical thinking applied 
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too soon stifles imagination. Produc- 
tivity of meetings and conferences can 
be stepped up simply by dividing them 
into two sessions, one for ideation, 
another for evaluation and decision.” 

The flood of mail at Foundation 
headquarters brings daily evidence 
that the system works, and that many 
people want to know more about it. 
Inquiries have come from all sections 
of the United States and from numer- 
ous foreign countries, including such 
remote ones as Turkey and Thailand. 
Typical of reports from businesses 


using the system is one from R. E. 
Kline, who directs creative thinking 
classes at National Cash Register: 
“As a result of 12 seminars our stu- 
dents show an average improvement 
of 79% in fluency of ideas.” 
Brainstorm panels in college classes 
and industrial groups usually have 
from 10 to 25 members, but as many 
as 50 can participate. During the 
past summer the method was tried 
out as a new format for conventions. 
First to adopt the creative thinking 
motif for a national meeting was 


becoming the nation’s favorite 
headquarters for large or small 


and resorts, unlimited choice 


CONVENTION CENTER 


ZORBOY A 20OC ~ 
Fs 


This vacationers’ Paradise is rapidly fet G 


conventions. Fine hotels, motels 


8 a 66 
a 


One) 


of accommodations. Unsurpassed ; 
climate. Truly the air-conditioned ~ | 
capital of the world. Plan now to hold 

your early fall meetings in this oasis 

of swimming pools, mountains, 

citrus groves, palms and giant cactus. 

Everything under the sun to 

see and do. Write Valley of The 

Sun Club, Phoenix, Arizona. 


PHOENIX, ARIZONA 


end The Villy Of The Suu 


American Association of Industrial 
Editors, which held its 10th annual 
meeting in Buffalo late in March. 
Using the brainstorm technique, edi- 
tors in two afternoons produced more 
than 400 ideas applicable to their 
job problems. 


To Be Annual 


The spectacular success of the edi- 
tors’ convention gave impetus to 
University of Buffalo’s first Creative 
Problem Solving Institute, held in 
July with the Creative Education 
Foundation as joint sponsor. Regis- 
tration was limited to 200 and was 
fully subscribed well in advance. A 
hundred businesses in 15 states and 
Canada were represented. The Uni- 
versity plans to make the Institute 
an annual event. 

After an opening banquet and an 
orientation meeting at which broad 
problems were posed and the brain- 
storm panel system explained, dele- 
gates separated into four think shop 
groups for two days of problem solv- 
ing. A products group considered re- 
search, engineering and other produc- 
tion phases; a market group dealt 
with advertising and sales; the other 
two wrestled with personnel and office 
problems. 


Ideas Pop 


Ideas popped like fire-crackers as 
the delegates warmed up to the brain- 
storm technique. At one session 80 
delegates produced 1,322 suggestions 
in an hour, relating to four problems. 
Sometirnes problems were subdivided, 
with the group splitting into smaller 
panels to consider various aspects. 

The market group spent one brain- 
storm period on the marketing of a 
small plane using old razor blades. 
Members were divided into four 
panels with these results: Panel One, 
working on naming the product, got 
414 suggestions; Panel Two thought 
up 268 ways of packaging the item; 
Panel Three considered retail display 
and came up with 265 ideas; and 
Panel Four listed 355 ideas for im- 
proving the product. 

The product group started with a 
problem suggested by Douglas Thom- 
son of U. S. Rubber Co.’s Naugatuck, 
Conn., plant, which makes shoes. 
Free-wheeling on the question, “How 
many ways can you think of to fasten 
a shoe?” Panelists thought up 140 
ideas in 20 minutes. Gaining momen- 
tum, they next considered the case of 
a tractor manufacturer planning to 
produce passenger cars. In 10 minutes 


SM/OCTOBER |, 1955 


160 ideas for a first model of the 
proposed car were tabulated. 

The group also brainstormed a 
problem proposed by a delegate who 
wanted to redesign the pencils he 
manufactures, and produced several 
helpful ideas for an -industrial con- 
sultant who works alone but would 
like to organize a brainstorm panel 
for occasional help in his business. 

In a joint session of the personnel 
and office groups, 500 ideas were pro- 
posed in 30 minutes on the question, 
“How can we improve communica- 
tion in a plant or office from the 
bottom up?” 


Four Panels 


At the editors’ convention brain- 
storming was done in four panels of 
about 50 each. Before pin-pointing 
their own professional headaches, 
they limbered up their imaginations 
with warm-up exercises such as these: 
“If 700 miles of outside telephone 
wires were coated with three inches 
of frost so that long-distance calls 
could not be made, how would you 
restore normal service as fast as pos- 
sible? and “If you had discovered 
that your 15-year-old nephew had 
started to smoke, what ideas could 
you think up to induce him to stop?” 

Panelists laughed when one member 
suggested the down draft from a heli- 
copter for defrosting the wires. But 
the leader pointed out that when such 
a situation actually developed in the 
Northwest that method was used 
successfully. Convinced that shooting 
wild might sometimes bring down a 
good idea, the four groups then voted 
on which of 14 suggested problems 
they should try to solve. 


79 Suggestions 


All four panels decided to work 
on the first one: “How can you stimu- 
late voluntary reporters to furnish 
more material for your publication?” 
Some samples of the 79 suggestions: 
Establish a tip box for story leads. 
Have a press table in the cafeteria 
where reporters can swap ideas. Take 
reporters on a special tour of the 
plant, including the front office. Give 
prizes for best stories of the month or 
year. Take reporters through news- 
papers, radio stations, printing plants. 
When you must edit a story, make 
sure the reporter knows why. Run a 
“thank you” box with names of those 
who supply publishable material. Sub- 
mit the better stories to a metropolitan 
paper, advising the reporter. 

Question of how to make group 
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pictures more interesting also was 
brainstormed by all the editors, pro- 
ducing 56 separate ideas. Examples: 
Pose visitors against machinery back- 
ground or show them trying to operate 
machines. Instead of group shot of 
award winners, visit homes and show 
what winners bought with prize 
money. Show celebrated visitors in the 
plant cafeteria lunch line. Get action 
shots of sports activities. Encourage 
vacationers to send in pictures. 

One group bravely tackled that 
current scare-word, automation. 


Twenty-two answers were tabulated 
for the question, “How can house 
publications better explain to workers 
the advantages to them of advances 
in automation?” The list included 
plans for articles on the role of auto- 
mation in plant expansiun; a father 
and son series, showing how much 
better off son is in his job, thanks to 
automation ; a series on the history of 
machines, featuring England’s Indus- 
trial Revolution ; stories showing how 
manufacturing of automatic ma- 
chinery has created more jobs; stories 


| 


| 


Welll show you how 


to fill those 
convention chairs! 


Northwest’s convention staff will relieve you 
of details . . . contact delegates, give all in- 
formation. Complete service includes pre- 


and post-convention tours, side trips and 
special half-fare arrangements for families. 


Luxurious Stratocruisers or low-cost Air 
Coach brings delegates refreshed and ready 
for participation. Only Northwest serves 
cities coast to coast, Hawaii, Canada, Alaska 


and the Orient. 


BOOST SALES WITH 


AIRVENTURE INCENTIVES 


Salesmen go all out for SALES 
when the prize is a free air vaca- 
tion. Write for information on how 
to promote this sure-fire motivator. 


Contact any Northwest office or...Conven- 
tion Bureau, Northwest Orient Airlines, 1885 
University Avenue, St. Paul 1, Minnesota. 


NORTHWEST 0:c‘ AIRLINES 


Short route to the Orient 


™ Philadelphia Story 


FOR CONVENTIONS AND MEETINGS BEGINS IN 


‘DRAKE Room 


The beautiful new Drake Room, air-conditioned and 
imaginatively designed and decorated by Dorothy Draper, 

is an efficient and unique new setting for conventions, sales 
meetings and other group functions. Every wanted feature is 
here, including the most advanced acoustic and visual aids, 
scientifically planned lighting and other outstanding equipment 
for meetings and exhibits. 

In addition to the beautiful Drake Room, accommodating 

up to 800 persons, five smaller Draper-decorated rooms 

are available for groups of all sizes and, if your plans include 
luncheon or dinner, the Drake banquet staff has a reputation 
for distinguished cuisine. 

You are cordially invited to inspect the Drake's handsome 
new private function rooms. 


The ‘I RAKE 


Spruce St. West of 15th, Philadelphia 
Kingsley 5-0100 


CHOOSE THE MAGNIFICENT : 
OTEL 


at Bretton Woods, New Hampshire 


mplating a city’ meeting we invit 


ew maaqnificent ballroom 


about people who have resisted prog- 
ress, such as the harness maker who 
refused to learn to work on horseless 
carriages. 

“How can you use your publication 
to make every worker feel that his 
job is important to the company?” 
brought 28 ideas from one group in 
20 minutes. Some of them were: Run 
a “This Is Your Job” series, spelling 
out the importance even of menial 
jobs. Show what happens when a 
seemingly unimportant job is badly 
done—quality suffers, sales decline, 
production is cut, workers are laid 
off. Encourage each echelon of man- 
agement to learn the names of as 
many workers as possible. Feature 
stories of family tradition, such as a 
son, father and grandfather in the 
same plant. 

A 20-minute tangle with “How 
can your publication explain why 
stockholders are entitled to divi- 
dends?” piled up a score of 37, in- 
cluding: Publicize wage earn. ts who 
own stock in their own and other 
companies; Promote a stock purchase 
plan for employes; Print statistics on 
how sale. of stock has helped the com- 
pany grow and thus made more jobs; 
Explain how to read the stock market 
pages; award stock instead of cash as 
suggestion box prizes. 

The editors expect to use the think- 
shop system again at their next con- 
vention in New York City, March 
7-9, 1956, and other organizations 
are taking up the idea. A committee 
planning the convention of National 
Association of Paint and Varnish 
Manufacturers, to be held in Wash- 
ington, November 1, spent a day in 
Buffalo conferring with Donald C. 
Mitchell, instructor of University of 
Buffalo classes in creative thinking, 
who helped plan the editors’ con- 
vention and the Problem-Solving In- 
stitute. 


Advice 


Mitchell gave them this advice 
based on experience at the two meet- 
ings: “Brainstorm specific problems 
for specific people or firms. We have 
proved that the system works for 
these. With general problems you may 
get bogged down or go off in too many 
directions.” 

Osborn enthusiastically approves 
applying his teachings to the conven- 
tion and conference fields. 

“Ideas are keys to the solution of 
all kinds of problems,” he says, 
“whether they be those of advertising, 
selling, engineering, medicine, law, 
finance, public relations—or just of 
living a good life.” 

The End 
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FLY NATIONAL... the Convention Airline 
TO MIAMI... the Convention City 


THE NEWEST, MOST MODERN FLEET IN PEP YOUR SALES WITH “P.E.P.” 
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COMPARE booth (advanced for its time) at an early Packaging Show... 


with Du Pont's 1955 exhibit at Master Photo Dealers’ Show. 


Are You Keeping Up with the Changes ? 


When old-timers get together, there's plenty of valuable 
experience tucked away among humorous anecdotes. They 


point out trends and show progress in exhibiting medium. 


BY C. H. WANTZ 


President, Exhibitors Advisory Council 
Supervisor, Conventions & Exhibits, X-Ray Dept., General Electric Co. 


Following an Exhibitors Advisory 
Council meeting a few weeks ago, 
some exhibiting “old-timers” started 
to reminisce. A half dozen of us aver- 
aged almost 25 years apiece in the 
exhibiting business. If this doesn’t 
give us the privilege of recalling the 
good old days, I don’t know what 
does! 

Some of our EAC members were 
currently in Geneva attending the 
Atoms-for-Peace Show. From exhibit- 
ing’s modest beginning and Topsy- 
like growth, this represented a proud 
maturity in our “show business” as a 
sales and advertising medium. We 
felt an integral part of the all-im- 
portant job of interpreting America 
to an uneasy world and using our 


50 


knowledge of showmanship to help 
our country’s quest for peace. We be- 
gan talking about the fantastic changes 
and growth of exhibiting over the 
past quarter century or more. 

E. K. Stevens, president, Inter- 
national Exposition Co., New York 
City, mentioned hearing his partner 
recall that back in 1915 it took a 
team of four horses and a crew of 
12 men to deliver and install a large 
piece of equipment at the first Chemi- 
cal Exposition at Grand Central Pal- 
ace. “Today this same piece of equip- 
ment,” he said, “would arrive on a 
trailer truck—be driven right into 
the exposition building and unloaded, 
and set in place by a large crane. 
Modern materials handling has cer- 


tainly simplified the display of heavy 
equipment. Greatest progress has been 
made, though,” Stevens continued, 
“in the technique of planning displays 
that will sell.” 

“You mean exhibit booths have 
come a long way from the potted 
nalms, the wicker furniture, and the 
blue velour backdrapes,”’ added Harry 
Grunnagle, advertising and sales pro- 
motion, Westinghouse Electric Corp. 
“In the old days, we went in for all 
of that plus hydrangeas in bloom and 
oriental rugs. Styling of today—lI be- 
lieve simplicity is the keynote—cer- 
tainly gives products on display a 
break. For that matter, audiences to- 
day are in better business focus, too. 
They want to see the newest products, 
latest processes, study the economies, 
analyze operations. They want to 
know exactly how it will help them.” 

I told Grunnagle I remembered a 
member of a, show audience who 
wasn’t quite in focus, business or 
otherwise. He attached himself to me 
and asked me to help him get back to 
Portland. Ordinarily, this would have 
been easy, but I couldn’t determine 
what state he wanted to go to. At 
that show, ours was essentially an 
Eastern audience, so between the air- 
lines ticket agent and myself, we came 
to the conclusion that it was Portland, 
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2100 N. RACINE AVE. + CHICAGO 14, ILL. 
PHONE: EAstgate 7-0100 


Maine Sardines did out- 
en selling job with this 
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—Kodechr 


It takes proportionately more effort 
and more skill to create an effec- 
tive exhibit for a single or double 
booth space than for a 30, 40‘or : ae <3 — Bans ait 
100 foot booth—one that can : ELECTRIC 
compéte for attention successfully 
against the big space exhibit and 
do a sound, result producing job. 
But it can be done—and at mod- 
erate cost. We'll gladly prove it— 


just write or call 


Send for your free copy of our handy 
“Exhibit Managers’ icago Guide"’ 
of sources for omeraoasy exhibit? sup- 
plies, hotel accommodations, amuse- 
ment and service directory. 
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We arrange room 
reservations 

Arrange banquets, parties 

Furnish programs, badges 

Supply photographic 
coverage 

Arrange publicity 

Plan side trips, 
excursions 

Register delegates 


WRITE P.O. BOX 2109 
TELETYPE BE 46 RENO, WEVADA 


e 
RENO CHAMBER OF 
COMMERCE 


International Amphitheatre 


Home of the Chicago National 
Automobile Show—Chicago National 
Boat Show — Chicago International 
Sports and Outdoor Exposition — 
International Live Stock Exposition— 
International Kennel Club Dog Show 
—International Dairy Show and 
Rodeo—The Chicago Home of the 
National Metal Exposition—Interna- 
tional Heating and Ventilating Expo- 
sition,, Democratic National Conven- 
tion, National Packaging Exposition, 
Materials Handling Exposition, Na- 
tional Machine Tool Builders’ Show, 
Road Builders Show and other leading 
Expositions. 

* 
440,000 Sq. Ft. Exhibit Space 
Individual Halls 
4,000 fo 180,000 Sq. Ft. 
ARENA SEATS 12,000 
Air Conditioned 
Many Smaller Meeting Rooms 
New Public Address System 
— 
Parking for 4,000 Cars 
15 Minutes from Loop Hotels 


International Amphitheatre 


42nd & Halsted Chicago 9, if. 


Maine. We discovered later that he 
was “left over” from a past conven- 
tion and should have been sent to 
Portland, Oregon. 

Grunnagle countered this by re- 
calling the time he saw a somewhat 
inebriated exhibit worker trying to 
pull out the periods in the stencilled 
address on a crate. They looked like 
the heads of nails to him. “To top 
that,” he chuckled, “ I saw one of my 
men, stone sober, hold his hand be- 
hind a board and drive a nail through 
the board and his hand. Oh well— 
men are more efficient today.” 

I recalled, too, that in the early 
days—late ’20’s up to the middle ’30’s, 
there was a tendency on the part of 
show promoters to juggle rules and 
regulations to fit different situations, 
sometimes very suddenly. It was al- 
most common practice for the pro- 
moter to tack an extra charge per case 
for freight and express shipments 
from the sidewalk to the exhibit booth. 
This extra income was used, I believe 
to defray expenses of the promoting 
society. With the development of 
sensible rules and regulations of ex- 
hibit conduct and with the carriers’ 
eye for business, many of these han- 
dling charges have been eliminated 
and better business systems have been 
established. 

“Don’t you think it was just part 
of growing up?” asked Stevens. 


“Now some expositions have grown . 


so hig that there are now relatively 
few cities in the country where ade- 
quate exposition building and hotel 
facilities are available. Result, of 
course, is that many new exposition 
buildings are now in the course of 
planning or construction — Coliseum 
in New York, enlargement of Con- 
vention Hall in Philadelphia, the 
$34-million Chicago Municipal Ex- 
position Hall and the $17-million 
Amphitheatre and Warehouse in 
Chicago. 

“Take the AMA National Pack- 
aging Exposition,” put in Ken 
Knowles, vice-president, Clapp & 
Poliak, Inc., show management. “In 
its first year, 1931, 34 exhibitors oc- 
cupied 2,700 square feet of floor 
space in the Roof Garden of Penn- 
sylvania Hotel in New York City. 
We faced a ‘crowd’ of 2,000 visitors. 
Now it’s the largest annual trade 
show. Last year, 380 exhibitors used 
better than 140,000 square feet of 
floor space at the International Am- 
phitheatre, Chicago. Attendance was 
more than 31,000. With this size 
show, and as accommodations now 
stand, the only cities with large 
enough facilities to handle it are 
Philadelphia, Atlantic City and Chi- 
cago.” 

Our discussions turned to methods 
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VIRGINIA 


A distinguished 
setting for 
meetings 
conferences, forums 


For groups of 10 to 300 persons beau- 
tiful Williamsburg offers conference 
delegates and their families an oppor- 
tunity of combining business with an 
enjoyable holiday in this uniquely re- 
stored community. Here, where great 
patriots proclaimed our American faith 
there is something of interest for ev- 
eryone—tours through the Governor’s 
Palace, the Capitol and other famous 
exhibition buildings, 18th century gar- 
dens, golf, tennis, cycling. 

Fine cuisine, excellent accommoda- 
tions and true Virginia hospitality con- 
tribute greatly to the success of every 
meeting held in Williamsburg. 


Williamsburg Inn & Lodge’ 


For descriptive booklet and information write 
si Ina, Williams: 
. ¥. Ree Of., Circle 6-600 


convention center par excellence 

for as many as 500 persons! 
Twelve beautifully decorated air-conditioned 
function rooms of varying size, plus good ex- 
hibit facilities. 400 outside spacious rooms, all 
with bath and radio. 
Renowned for superior food and gracious 
New England hospitality. 


WILLIAM T. BIGLER, General Manager 
490 Commonwealth Avenue 


Telephone KEnmore 6-2770 
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old and new of show installation. We 
agreed that although labor is at a 
higher hourly rate, methods now used 
for erecting, maintaining, and dis- 
mantling exhibit equipment have been 
so much improved that fewer hours 
are required to do the work. Also, 
“know-how” is much greater by more 
men devoting at least part of their 
time to exhibiting installation. Russ 
Matthews, sales promotion manager, 
Bakelite Co., said two important fac- 
tors here were the simplification of 
background design on a modular prin- 
ciple and improvement in design of 
cases for safe shipment and easy ac- 
cessibility of contents. 

Bernard B. Green, general sales 
manager, Ivel Construction Corp., 
said, “Now, we take just as much 
care and use as much ingenuity in the 
design of cases as we do in the ex- 
hibit itself. Years ago a case was just 
a crate. Doors were padlocked or 
locked with leash-type fasteners. 
These protruded and were fracture 
points. Another trouble with locking 
the crates was that half the time the 
exhibit would be shipped and someone 
would forget to send the keys along. 
Then they would have to break in 
and wrap the case up in clothes line 
for the return shipment. Damage was, 
of course, fantastic. 

““Today we use recessed hasp fast- 
eners and engineer the case so that the 
doors are fully enclosed—overlapped 
by the top and bottom sections. This 
permits the door to swing open freely 
even on an uneven exhibit hall floor. 
The inside of the cases are, of course, 
custom tailored to fit each section of 
the knocked-down exhibit. In assem- 
bling cases, we even use power nailing 
equipment and pressure gluing ma- 
chines.” 

Matthews mentioned something 
that is becoming tommonplace today 
that 25 years ago was considered 
revolutionary — shipping exhibits in 
padded moving vans without cases. 

Some of the other old-timers started 
kidding Russ about the time the owner 
of a mink farm threatened to sue him. 
A Bakelite spectacular that Russ 
staged to illustrate his company’s con- 
tribution to industry and defense fea- 
tured bombers overhead and machine- 
gun target practice. A mamma-mink 
got so nervous about the whole affair 
that she ate her off-spring. 

Frank Yeager, managing director, 
National Hardware Show, says he 
hasn’t been sued yet, but insists his 
show takes top honors for hard luck. 
It was plagued with strikes four out 
of eight years it was held in New 
York. The Hardware Show’s open- 
ings just happened to be at the same 
time truckers and Railway Express 
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Ai Kirkeby Hotel 


le voici 


Here—at this internationally 
famous French Canadian village 
resort, your group will find a mem- 
orable meeting spot—a 6000 acre 
world-in-itself with everything you 
could wish for right at hand. 


Here — you can meet in summer, 
fall, winter or spring — amid the 
breathtaking beauty of Canada's 
magnificent Laurentians. Enjoy the 
finest meeting and recreational 
facilities, comfortable accommo- 
dations for all your group (up to 
350), superb cuisine and bar, in- 
comparable old-world courtesy. 
(And we think you'll come again 
and again, as so many important 
groups do.) Write for full in- 
formation. 


Only 90 miles Mont 
north of 
“mes Tremblant 
“Lod 
ge 


Mont Tremblant, P.Q. 
Canada 


Mrs. Joseph B. Ryan 
President 


A City Under One Roof — 
Perfect For 
An Outstanding Convention 


Finest facilities — location ideal for 
either National or Regional groups 

complete recreational facilities 
on our 700 acres of estate-like 
grounds, including our own 18-hole 
championship gu.1 course. We 
specialize in personalized attention! 
Inquiries appreciated and promptly 

handled. Write: 


A. P. Shoemaker, Jr., General Manager 
N. Meisner, Convention Manager. 


Edgewiter Cuff Matel 


EDGEWATER PARK, MISS 


VINTAGE 1925, this was a hard-selling exhibit (made selling hard) . .. but now you have impact in the selling story of each product. 


employes were negotiating new union “Oh, nothing personal,” he explained, Hazel arrived opening day. ‘Tele- 
contracts. Yeager wailed, “Maybe it “the Bureau of Internal Revenue just vision stations showed motor boats 
isn’t cricket not to go out on strike picked my show’s anticipated opening chugging down the streets of the city 
for a couple of days, but why do they date to take over Grand Central (actually this was on the outskirts of 
have to pick the days I’m trying to Palace.” Chicago). Newspapers carried head- 
get a show installed.” Accordingly, Yeager moved the lines of “Union Station Under 

He said that in 1954 the building Show to Chicago that year. Again it Water.” Exhibitors’ booths were 
was moved out from under the Show. walked right into trouble. Hurricane flooded and water came out of every- 
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you are looking for an exotic background, luxury 
facilities and an environment distinctly different . . . 
one that will insure-the immediate success of the occasion . . . whether 
it is for a particular group, a meeting or a convention . . . then select 
the British Colonial, here in Nassau, loveliest island in the Bahamas. 
The New World’s most fascinating “Old World” town, colorful streets, 


+. 
< : : : HOW TO REACH: By air, British Over- 
flower-decked houses, ancient forts and native markets that will add to cake Alewans (R.GA.C.) Guest trom tee 
the enchantment of the business holiday for your entire group. York to Nassau. OR by plane or train to 
Miami and Pan American World 
Airways or B.O.A.C. to Nassau; 
RECREATIONAL FACILITIES: LIQUOR FACILITIES: Complete. by ship, New York to Nassau, 
GoLF—Guest privileges at Bahamas ONVENTION 8 ry ag hang A Bang Miami 
Country Club, 18 hole course. SwIM- on cian Laumabteb ont ree to Nassau, c Cruise Ships 
MING—large outdoor pool on grounds — ane ee ee ee tee 0 ee — 
nitnesltinaaee tedik atteetn Sandi March 15 to September Ist. Cunard and Furness Lines. etc. 
hotel grounds. RIDING, DEEP SEA FIsH- CAPACITY: Sleeping acc 
ING, WATER SKIING (instructor), SAIL- for 400. 


BoaTING. D. ightly ). 
ATED, Pamees (aightly ) NORTH AMERICAN REPRESENTATIVES 


MEETING & BANQUET ROOMS: SUCERT f. WARMER, INC. 


evened ae , 7 > NEW YORK—588 Fifth Ave.—JUdson 6-5500 
room: varying Sse8 aval- BOSTON—73 Tremont St—LAfayette 3-4497 


able for Private meetings, luncheons CHICAGO—77 W. Washington St —RAndolph 6-0625 
and dinners, taking care of up to 400. WASHINGTON—Investment Building— 


CANADA—80 Richmond St., Toronto—E mpire 3-2693 


British Colonial Hotel 


Lewis T. Beers, General Manager NASSAU, BAHAMAS 


VS YES YES VES VES 
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thing including the electrical fixtures. 
Yeager and Russ Matthews wrapped 
up Chicago’s Navy Pier in Bakelite’s 
Krene film, and the “show went on” 
—relatively dry. Attendance was 
36,000—almost 25% below normal, 
but still fantastically good considering 
that visitors‘ had to be amphibious to 
get there. 

William H. Uffelman, E. I. du- 
Pont de Nemours & Co. (Inc.), ob- 
served mildly that he wasn’t easily 
discouraged with the exhibiting busi- 
ness. He explained that the very first 
show for which he was responsible 
wasn’t permitted to open. The: hotel 
manager had locked the doors because 
the show management hadn’t paid any 
bills and had absconded with the 
funds. 

Matthews went on to say that be- 
cause of the number of specialized 
shows held today, companies can 
select audiences with a much higher 
sales potential. Mrs. O’Enone Negley, 
executive secretary, Exhibitors Ad- 
visory Council, endorsed this. She 
added that in the old days EAC mem- 
bers didn’t ask for detailed informa- 
tion about shows. They merely want- 
ed to know “which one” was being 
held that pertained to their industry. 
Now exhibitors are educated to a 
point where they analyze show audi- 
ence, show attendance, competitive ex- 


evaluate exactly what it should mean 
to them in terms of sales dollars. 

Exhibitors Advisory Council is a 
non - profit organization established 
more than 25 years’ ago solely to pro- 
vide information to its members. It 
is the only organization whose mem- 
bership includes all exhibiting inter- 
ests —show managers, service or- 
ganizations, display builders and 
exhibitors. 

It is only natural that as an indus- 
try grows people will enter into it 
and try their hands at promoting. 
With companies placing exhibit spe- 
cialists on their staffs and including 
exhibit monies in advertising and sales 
promotion budgets, exhibiting as a 
sales medium is being evaluated in 
proper perspective. Why do manufac- 
turers exhibit? Answer to this is that 
there is no substitute for this person- 
alized system of promoting a product. 
You just can’t beat exhibiting as a 
sales medium that appeals to the senses 
of touch, taste and sound. 

As we drifted out of our old-timers 
bull session, I noticed a young man 
who had been sitting unobtrusively 
listening to our reminiscences. As | 
left, I clapped him on the shoulder 
and said, “It’s all right, son. Before 
you know it you'll be saying, “Why, J 
was ‘in show business way back in 
1955 when the first atomic show was 


America’s Finest Booths 
FOR YOUR NEXT 
TRADE SHOW 
SALES MEETINGS 
OR EXHIBIT IN 


ATLANTIC CITY 


pares 


MELTZ Stuctios 


2304 PACIFIC AVE., ATLANTIC CITY, N. J. 
Phone 4-3942 


Complete Show Decorating and 
Display Installation Service 


© DRAPES © FURNITURE © SIGNS 
© BOOTH EQUIPMENT 


hibitors, show management. They 


held.’ ” 


Stimulate Use of Marketing Aids 


A fresh approach to spotlight marketing-aid sources made its bow at 
the Merchandising Clinic, National Shoe Manufacturers’ Assn. with 
introduction of “Sellorama” and a copyrighted follow-up card. 

Sellorama presents literature of marketing-aid suppliers aimed at 
specific problems. Six areas of special interest to NSMA members were 
chosen: sales planning, hiring and selection, sales training, sales meet- 
ings, incentives and contests, and sales promotion. A large wall panel 
and a table were used to’present the materials of suppliers in each field. 

A total of 95 items were presented at the convention. Suppliers 
ranged from Rand McNally and Remington Rand to SaLEs MANAGE- 
MENT and Klein Institute. 

Each of 95 items on display was given a number. A corresponding set 
of numbers was placed on a “Send Me More” card which was given 
to each member entering the Sellorama room. Members could check 
off the code number of any item in which they were interested and 
drop the card in a special box. Suppliers of the checked items follow 
up with additional information. 

Sellorama, according to originator, Zenn Kaufman, sales consultants, 
New York City, “is an effort to combat the inertia that overcomes 
those returning from meetings full of high resolve to ‘do something 
about it’ but get stalled by the pressures of their own work when they 
return to their offices.” 

Offered as NSMA feature, Sellorama was underwritten by Boot and 
Shoe Recorder who plan to sponsor it at several other shoe meetings. 
Several companies plan to use the display at their own meetings. 

Says NSMA, “We're pleased with the results. Of 120 companies at- 
tending—over 50 turned in cards. Over 300 requests for additional 
information were checked. We'll certainly repeat Sellorama next year.” 


SM/OCTOBER 1, 1955 


Wake your Show 


specTAcuLAR 


caus C. P. E. 
PORT-A-STAGES 


REAR PROJECTION 
STAGE DEVICES BIG SCREENS 
LIGHTING ANAMORPHIC 
SOUND CUSTOM EQUIPMENT 


IT’S ALL RENTABLE 


“ beyond belief! 


1802 W. Columbia Ave. « Chicago 26, lll. 
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Ekco’s variation on this basic Ship‘n 

Show design shows the flexibilities of 

possible treatments to meet the exhib- 
f itor’s requirements. 


Unfold and Behold 


a complete exhibit 


DESIGNED IN WOOD 


Here’s the aircraft principle of strength 
without weight — ingeniously applied to 
your Convention Display needs! 

Now you can have a smart, modern Dis- 
play sturdily built of smooth birch ply- 
wood, with rigid solid wood frame, 
rugged continuous hinges, washable lac- 
quer © set off in style what- 
ever you want to spotlight: copy, photos, 
translites, artwork. 

Built-in compactness and clever engi- 
neering mean speedy set-up and quick 
getaway with your handsome SHIP ’N’ 
SHOW. 10 to 15 thumb nuts secure 
coverplates during shipment (and tough 
wood skids protect on all sides against 
shipping knocks). Just spin off the nuts 
—take off the covers—unfold and be- 
hold! There’s your complete exhibit set 
up, with lights and samples built in! 
And when the show’s over, just close up 
the Display, fasten the nuts—and go 
catch your plane home! 


CAPEX PREFABS 
fit many exhibit needs perfectly — 1200 
users will tell you how well their smart 
styling and practical construction help sell 
hard at low cost, Ask for details, 


Time and ne save plenty of 
both with high quality, low cost SHIP ’N’ 
SHOW. 8 Sacks designs to choose from 
and unlimited special treatments by our 
none-better art 
and construction 
staff. Investigate 
now—a CAPEX 
man near you 
can provide all 
details. 
* WRITE (ON YOUR 
BUSINESS LETTER- 
1?) iP Si 
FOR shir 'N' SHOW 
DESIG 
FOL ro 


CAPEX COMPANY, INC. 


615 South Boulevard © Evanston, Illinois 
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40-Point Check List and 


Four Rules for Planning 


BY WILLIAM RADOS « Seles Training Consultant 


You have lined up a top-notch 


| speaker for your next sales meeting. 
| Now you can sit back and relax. The 
_ meeting is bound to be a great suc- 
| cess. 


Maybe! 
Because unless you give equal at- 


| tention to the routine physical details, 


your top-notch speaker’s message cer- 
tainly will be diluted by distractions: 
incoming phone calls, uncomfortable 
seating, close atmosphere, poor acous- 
tics and dozens of others. 

For instance, how would you like 
to be seated in a hotel ballroom peer- 
ing up at a speaker behind whom 
powerful lights were blazing? ‘That 


| happened one time when Red Motley 


| and I were fellow speakers before an 


Iowa group. 

Whenever a speaker gets up to de- 
liver his piece, he is in potential dan- 
ger of diversion of audience attention. 
Commonest source of competition for 
audience attention arises from over- 
sight of ordinary, little, physical ar- 
rangements. Result: Despite hard 


| work of Program Committee and 
| speaker, the meeting falls short. 


Fortunately, it is easy to avoid un- 
wanted distractions by following a 


| few simple rules. 


Put yourself in place of audience: 
Harry White, executive secretary, 


| New York Sales Executives Club, 


has organized more than 1,100 meet- 
ings. Says White, “Put yourself in 


| the place of the man who spends his 
| time and-money to attend the meet- 
| ing. Anticipate his complaints. No 
| one detail in itself makes for a perfect 
| meeting, but if one detail is wrong, 


it can spoil the effect.” 


| Rule No. 2 


See hall in action — in advance: 


| A month before I was scheduled to 


address a Chicago-sales meeting I at- 


| tended the company’s regular weekly 


sales meeting and seated myself in 
the rear to check the view and hear- 
ing. But I could not hear the sales 


| manager because of a noisy pump be- 


hind me. I learned that if the pump 
were shut off, water flooded the floor. 


They had been 
but! 

Reason many organizations put up 
with inadequate meeting rooms is not 
budget. It is because the responsible 
executive does not realize how expen- 
sive it is to conduct meetings under 
distracting conditions. Groups that 
hold frequent meetings should build 
their own ideal facilities. And groups 
that meet infrequently should rent the 
best available hotel or club facilities. 


Rule No. 3 


Go over check list in advance with 
man-in-charge: To guard myself 
against the most common physical dis- 
tractions, I use a 40-point check list. 
(See accompanying list and note how 
many more points you can add.) 
Once general arrangements have been 
settled, I go over this list point by 
point with the local man-in-charge. 
Invariably this simple precaution re- 
sults in half a dozen improvements— 
and a better meeting. 


Rule No. 4 


Take nothing for granted; get 
there early enough to fix it yourself: 
One of my clients required a motion 
picture showing for his annual sales 
meeting. Since he was located 1,000 
miles distant and since motion pic- 
ture projectors are obtainable practi- 
cally everywhere, he agreed to pro- 
vide the machine. I arrived Sunday 
to check preparations for the Monday 
meeting only to discover that nothing 
had been done regarding the projec- 
tor. After much telephoning we 
finally located the school superintend- 
ent and borrowed a machine. 

Then came another problem. The 
self-proclaimed “expert” operator was 
far less than perfect. Finally the 
problem straightened itself out, but 
only after several hours of frustration 
spiced with visions of a fiasco at the 
meeting. 

While it is the obligation of the 
inviting group to handle on-the-spot 
details, it is good insurance for the 
speaker to guide them. Hence, the 
Four Rules to make sure that physical 
details add to—and not detract from 
—the speaker’s presentation. 


“meanin’ to fix it,” 
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Check List for Meeting Arrangements 


To: 


From: 


Meeting to be held: (place) ... 


Experience of hundreds of meetings has shown thut precautions taken 
before-hand will assure that you obtain the greatest possible return from 
your investment in the event. Items listed here are to be handled locally 
as far in advance as possible.. All items checked with an X are necessary 
to the success of the meeting. 


MEETING ROOM 


(xX) 1. 


(X) 


(X) 


(x) 


(X) 


FLOOR SPACE: Area should be at least 50% larger than required to seat 
the attending number at tables. 


. SHAPE OF ROOM: Ideally, room should be wedge shape (theatre layout); 


otherwise oblong with speaker's platform at shortest dimension. 


. VENTILATION: Mechanical forced air should be circulated, for summer 


should be air conditioned. 


. QUIET: Surroundings without noise are a “must”. Meetings on company 


premises should be located away from machinery; hote! rooms should have 
solid permanent walls. 


. TABLE ARRANGEMENTS: For groups up to 40, men should be seated 


around a U-shaped table wiih speaker located at open end. For larger 
groups, men should be seated school room fashion; i.e., each with a table. 
Second choice is “lunch-room" chairs. 


. CHAIRS: Seats are to be padded, with arms. 


. LIGHTING: If general illumination is inadequate, move in some reflector- 


type floor lamps. 


. ELECTRIC CIRCUITS: Check to make sure that it is possible to shut off 


overhead lights without extinguishing side lighting. This in order to allow 
some illumination when slides or movies are shown. 


. WINDOWS: Full-width drapes or venetian blinds should be on all windows. 


. SPEAKER'S PLATFORM must conform to these minimum dimensions: 


. STAGE LIGHTING: 


A—Height at least 2 ft. (very important) 
B—Length across meeting room, 20 ft. 
C—Depth, front to back, 10 #t. 


baby spotlights are necessary. 


. LECTURN: Reading lamp should stay lighted when general illumination is 


off. This light should be hooded to prevent glare in audience eyes. 


. TELEPHONE. Arrange with switchboard operator to shut off phone, and 


make other arrangements for handling incoming messages. 


. SUPPLIES: Ice water, ash trays and notebooks on every table. 


. BLACKBOARD: Several chalks and eraser are required with blackboard. 


. FLOOR: Carpeting is required unless chairs are fastened to floor. 


- WEEK-END OR HOLIDAY MEETINGS: Arrangements should be made with 


(xX) 18. 


(Xx) 19. 


the various personnel such as doormen, mechanics, porters, etc., to (a) have 
building and meeting room open, (b) elevators and all facilities in operation. 


NIGHT BEFORE: All props, equipment, arrangements, should be in order 
and tested in advance. 


HATS AND COATS: Have a place to hang or check clothing. 


(continued on next page) 
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let the 

Coast 

he your Sup 
Host... 
For This 
CONVENTION— 


MODERN RESORT 
ACCOMMODATIONS 

Over 3,000 rooms conveniently lo- 
cated in center of things for large 
conventions or sales meetings; 
rates do not vary with seasons. 
Excellent restaurants and enter- 
tainment. 


SPACIOUS CONVENTION 
FACILITIES 

Assembly rooms accommodating 
up to 1500 equipped and staffed 
to handle large or small meetings. 
Display space available for ex- 
hibitors. Outstanding banquet 
facilities. 


ACCESSIBLE 

Just 60 minutes from New Orleans 
and Mobile. Easily reached by 
air, rail, bus or automobile. Daily 
commuter service to New Orleans. 


EXCELLENT RECREATIONAL 
ADVANTAGES 

Excellent fishing by deep sea 
charter boat or in inland streams; 
five 18-hole golf courses; 28 miles 
of white sand beach skirted by 
new 4-lane super highway. 


/ . 
AS ah 


Write or contact Cham- 
ber of Commerce in any 
of cities listed below. 


PLAN YOUR 


SALES CONFAB 


OR YOUR 


CONVENTION 


AT THE 


FUN ann SUN 


SPOT OF AMERICA 


CONVENTION BUREAU 


NEVADA 


CHAMBER OF COMMERCE 
- 310 * 


Meeting Every 
Meeting Requinoment 
aE” 


The Traymore 


The Ambassador 


The Belmont Plaza 


OTHER TISCH HOTELS 
Lakewood, N.J. . LAUREL-IN-THE-PINES 
Highmount, N. Y. . . THE GRAND HOTEL 
West End, N. J... .. SAND AND SURF 
MIAMI BEACH, FLA. 

THE AMERICANA 
OPENS DECEMBER 1956 


Check List for Meeting Arrangements 


(continued from page 57) 


ELECTRIC EQUIPMENT 


20. 


21. 


22. 


MOVIES: I6mm sound motion picture projector. 
SLIDE FILM: 35mm sound slide film projector. 


GLASS SLIDES: "Magic lantern" projector for 3" x 4" glass slides. Must 
be motor-driven fan cooled (to prevent operator burning fingers); 500 
watts minimum. 


. SCREEN: Either permanent screen or largest portable glass bead. 


. BOOTH: Projection booth preferable, otherwise table located in audience. 


. OPERATOR: Assign skilled amateur or professional for motion picture; for 


other machines a volunteer. 


. SIGNAL LINE: Wiring should be arranged for push button at speaker's 


stand and hooded signal light at projectionist. 


. RUBBER MATS: Covering should be used over extension cords from wall 


outlets to machine (to prevent tripping). 


. FUSES: Projection equipment should be tested in advance and inquiry made 


of electrician as to capacity of fuses. 


. EXTRA BULB: Make sure extra bulb is available for projector (just in case). 


. PUBLIC ADDRESS SYSTEM: Microphones not required for groups of 50 or 


under. For larger groups, both standing and lapel type microphones should 
be provided. 


. TAPE RECORDER: Operator, and pick-up microphone should be provided 


to record speaker's presentation. 


. MIKES: For round table discussions, microphones, should be on audience 


tables. 


. PHOTOGRAPHS: Arrange for candid shots as follows: 


A—General shot of meeting in session. 
B—Close-up of top company executives addressing group. 
C—Close-up of speaker displaying charts, etc. 
D—Close-up of member of audience asking a question. 
E—Close-up of two salesmen on platform going through a mock sale. 
F—Close-up of a few salesmen seated at lunch, etc., in animated discussion. 
G—Close-up of manager and salesman in the event that awards of any 
kind are distributed at the meeting. 
PURPOSE: For publicity in trade papers, company sales bulletin, etc. If no 


publicity is contemplated, shots should still be taken as invariably later use is 
discovered for them. 


. MEALS: Food is not to be served in same room as meeting. Coffee for 


morning break and coke for afternoon break are optional. No cocktails 
at lunch. 


. GUESTS: Heads of all company departments other than Sales should be 


invited to attend. 


. PRESS: Trade and newspaper reporters should be invited. 
. IMPORTANT: All sessions of the meeting should be held in the same room. 


. IDENTIFICATION: Badges should have man's first and last names lettered 


large. Preferably ¥% inch hand lettered. 


. NAME PLATES: Table-tent style name plates should be placed before each 


panel speaker. Lettered large enough to be easily read in last row. 


. ATTENDANCE LIST: Names of attendees should be mimeographed- morning 


of first day with room location of those attending, plus their home business 
address. Distribute to all at lunch. 
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EXHIBIT CLINIC 


Tips from Exhibit Producers & Designers 
Assn., representing nation's top displaymen. 


ls It Better to Buy or Rent? 


BY IRVING G. BARRY 


Sales Promotion Manager, Lewis Barry, Inc.* 


How do you determine when it 
pays to rent rather than buy an ex- 
hibit? The answer is a seeming para- 
dox: when you exhibit seldom or 
when you exhibit often. 

Let us examine each face of this 
paradox separately. 

First, you exhibit seldom; that is, 
your company participates in trade 
shows just once a year, or less fre- 
quently. Then you may regard the 
exhibit you own as an encumbrance. 
It uses up valuable storage space and 
collects dust most of the year while it 
grows obsolete as an effective display 
piece for your merchandise. Logic of 
renting an exhibit in this case is 
obvious. 

Now let us look at the other side 
of the picture. You exhibit often. 
There are many trade shows in your 
competitive field that you cannot stay 
out of—but what a strain on the 
budget! Must you stay out of some of 
these shows and lose their proven 
potential just because your budget 
cannot be stretched to include them 
all? 

Many exhibitors who face this 
problem find the solution in renting. 
Thus they enjoy the benefits of maxi- 
mum participation in a properly varied 
exhibit program, and still do not up- 
set their fiscal balance. 

Some find themselves with con- 
flicting show dates that require extra 
exhibits to meet their schedules. These 
extra exhibits can be secured by rent- 
ing, without increasing the year’s 
total outlay for this type of expendi- 
ture. 

Or perhaps an extra trade show has 
been selected after the year’s exhibit 


*New York City 
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funds are allocated. Purchase of a 
new exhibit is ruled out—but a rental 
can be arranged that will not create a 
management crisis. 

Sometimes your show schedule does 
not justify a capital investment for an 
exhibit at a certain show. Of course 
you could rent a table and use the 
ordinary background drape, but your 
neighbors will be displaying their 
wares in front of appropriate back- 
grounds, leaving you frustrated and 
talking to yourself, instead of to cus- 
tomers. 

Or you have a new product or 
service to introduce that demands an 
extra exhibit not anticipated in your 
budget. Chances are a rental deal can 
get you into the show with the proper 
background. 

Point to remember about modern 
exhibit rentals is that these are not 
mass produced units where you run 
the risk of seeing yourself coming and 
going up and down the exposition 
aisles. These rental exhibits can be 
individually designed and adapted to 
meet your specific selling require- 
ments, and altered to fit your needs 
for every show. 

Exhibit rentals have proven prac- 
ticable not only to the limited budget 
exhibitor. Some exhibitors who have 
varied and extensive exhibit programs 
prefer to rent their exhibits. It gives 
them greater flexibility. And reasons 
why it pays the frequent exhibitor to 
get the advantages of renting are the 
same for the infrequent exhibitor: 
to save money, get into more shows, 
avoid storage and excess inventory, 
yet come up with a fresh and effective 
exhibit for each show. 


The End 


An ideal 
setting for 
conferences of 
25 to 100 


persons 


; Se = 
v aes oe 


Conveniently Located 


between New York and 
Philadelphia 


Perfectly Situated 


adjoining Princeton University 
campus 
Excellent Facilities 


spacious private function rooms 


Experienced Staff 


to make meetings pleasant and 
productive 
Fine Accommodations 


125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 


overlooking Princeton golf 
course. Tennis. 
Gracious Atmosphere 


Authentic Early American 
appointments 


For information, write or call 
G. Bland Hoke, General Manager 
Telephone Princeton 5200 


Princeton, N. J. 


WHEN 
CONVENTIONS 
COME 
MARCHING 
OUR 
WAY 


Complex Visuals with 
Push-Button Simplicity 


| Westinghouse traveling session synchronizes two sound 
movie projectors, three slide projectors and two direc- 
tional speakers into pan-screen presentation. Rear projec- 
tion of equipment requires just 10 feet behind screen. 


BY DONALD P. SMITH 


General Manager, Commercial Picture Equipment, Inc. 


his audience and sell them. 
You can provide this new show- 


Hollywood has a lesson for sales 


The entire staff of the Hotel ean, i 
| managers to learn, and it’s this: 


Thayer stands at attention. 


In reviewing our services, 


you'll find: 
IDEAL LOCATION 


... 50 miles from 
New York City on the Military 
Reservation of the United 
States Military Academy 


TRADITIONAL HOSPITALITY 
... thoughtful comfort from 
the moment of welcome to 
time for leave-taking 


PRIVATE FUNCTION ROOMS 
.. + for groups of 20 to 400 
persons including the spacious 
Crest Room and smaller 
meeting rooms 


BANQUET FACILITIES 
. . . superb food and fine 
drinks, artfully prepared and 
served in a gracious manner 


ATTRACTIVE ACCOMMODATIONS 
. .. 196 guest rooms in addition 
to comfortable quarters for 
172 persons in dormitory 
rooms 


“AT EASE” HOURS 


... guided tours of historic 
West Point. Sports and 
recreational activities nearby. 


For rates and information write to 
William R. Ebersol, Manager 


U.S. 
HOTEL 
THAYER 


WEST POINT, NEW YORK 


Just as new projection and staging 
techniques are bringing the audiences 


| back into theaters, so these same tech- 
| niques can be used to wake up and 
| spur jaded sales audiences into action. 


Gone for good are the days when 
a sales manager could get by with 
simple color slides accompanied by a 


| monotonous monologue. Today, he 


finds that wide screen and directional 
sound are almost necessities to hold 


manship, yet keep it simple—within 
the budget—and portable enough for 
sales meeting mobility. It can be done 
with notable effectiveness, as demon- 
strated by Westinghouse Electric 
Corp. 

Now winding up its year-long 
tour, the company’s two-hour show, 
“Chain Reaction,” has traveled 50,- 
000 miles and has been seen in 140 
different cities by more than 21,000 


“INNARDS” of Westinghouse show are push-button controlled by one man, 
who can start and stop the show at any point. Slide projector on the right and 
one on far left project their pictures on outer thirds of wide screen. Forward 
motion picture projector throws its image (via a mirror to reverse it for rear 
projection, which is why the projector is set sideways) onto center portion. Third 
slide projector waits for its turn to replace motion picture image on center portion. 
Second motion picture projector carries a “trigger” film (a blank film with appro- 
priate spaced black patches to break a photoelectric beam) which automatically 
regulates sequence of slide projectors. Manually operated push buttons allow 
operator to start show or stop it at any point to meet varying requirements. 
Entire package—projection equipment, screens, and stage facade—was engineered 
and made by Commercial Picture Equipment, Inc., Chicago. 
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people, primarily electrical contrac- 
tors, industrial production and oper- - 

ating management, utility executives, Enjoy a WESTERN 
architects and consulting engineers, " " 
financial groups, building owners and Cham pag ne Flig ht 
superintendents. 

Its message — modernization of to your next meeting! 
electrical systems in office buildings 
and factories —is shown in a full 
color picture almost as wide as the 
room. If the script dictates, three 
different pictures are shown side by 
side. Sound comes from appropriate 
directions. Where the change in tech- | _ 
nique offers more sales story impact, | Luxury beyond compare 
motion pictures blend into slides and | ‘ 
vice versa. ...but no extra fare! CALIFORNIAN 

Working behind the 21-foot wide | gots : 
rear projection screen, two sound 
movie projectors, three slide projec- 
tors and two loudspeakers—all syn- 
chronized—are push-button operated 
by one man. Yet, complicated and 
elaborate though the show is, it can 
be set up by two men in one and a 
half hours, and trundled about in a 
light panel truck on its cross-country 
jaunt. 

Saleswise, the show left a trail of 
increases wherever it played. In one 
area alone, an increase of $100,000 
from those customers in moderniza- 
tion contracts was credited to the 
show. 

Westinghouse’s film division origi- 
nated the idea of the show, based on 
its experience with Commercial Pic- 
ture Equipment’s wide screen projec- 
tion technique for slide films called 
pan-screen. With this technique, three 
synchronized slide projectors cast 
images onto three screens placed side 
by side. Images are linked together to 
provide a mural-like effect across the 
room, literally putting the audience 
“into the picture.” 

But this time, Westinghouse want- 
ed something more elaborate. Not 
only did the company want a wide 
screen, but the show must at times 
combine sound movies with slides, at 


The Famous All-Year Resort Across the Bay from San Diego 
times use movies alone, at times use 
slides alone, and at other times inte- 


CHKKKKKKKKKEKK KKK 


front. NOW IS THE TIME FOR THAT 
Furthermore, the width of the WASHINGTON CONVENTION 


screen called for directional sound. we SUMUIDA naan eGo Gali ete : 
‘i s oc this new optimistic note—to give your 
And, because the show would be set Co and Association Meetings and Exhibits the cdded zest and sparkle of the sew 


up in rooms of varying widths, it had Weshl enthusiasm—plan your activities at The Shoreham. 
to ve flexible. Automatic, trouble-free 00 eS a see See. Stan tr oer TEENS. . . coray ems bs We wae 
operation also was called for. 
Finally, the entire package had to 
present the solid, elaborate appearance | . , 
of a permanently erected stage, com- j r 
plete with traveler drapes—yet it had | wD S H O REH AM 
to be portable. | aD 
Working with Richard A. Roxas | ; Connecticut Avenue at Cabrert Street 
of Westinghouse’s film division, and | Washington 8,D.C. 


Ken Day of the company’s Industrial 


RESERVED SEATS 
4-ENGINE DC-6Bs 
GOURMET DINING « VINTAGE CHAMPAGNE 


for your convention 


COME TO 
y CORONADO 


The West’s Greatest Convention Resort 


® Groups up to 800 ¢ American Plan @ Sightseeing 
@ Ample Meeting Roc ms (No Charge) 
® Beach Club, Golf and Tennis Facilities © Deep-sea Fishing 
Ail convention activities under one roof... 
with plenty to do for relaxation. Swim in pool or sea; 
dancing, golf, tennis . . . exciting old Mexico 
only 2 hour away, featuring Jai Alai and racing. 


We'll help you make your next convention the best yet! 
Ashton A. Stanley, Managing Director John A. Tetley—Sales Manager 


Hotel del CORONADO 


CORONADO, CALIFORNIA 


iaiadehadhedahedataadel 
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L. GARDNER MOORE—Manager 


Advertising Department, Commercial 
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DEMONSTRATION BOARD 
BUILDS A PICTURE STORY 
AS YOU TALK 


New Visi-graph Demonstration Board makes a 
dynamic visual presentation for sales cam- 
gg dealer meetings, safety or educational 
ks 

To prepare a display, cut the Visi-graph 
to size, peel off the protective backing and 
press the self-adhering surface right on 
the back of the picture, diagram, chart or 
slogan. Then, as you give your presenta- 
tion, slap the pictures right on the Visi- 
graph Board at just the right moment 
in your talk. They'll stay right there 
until you lift them off. Slogans, messages 
or charts fit into your talk and retain a 
visual story before the audience. 

Complete line includes desk, floor and car- 
rying case models. Write for catalog 152. 


The Ohio Flock-Cote Co. 


5713 Euclid Avenue . Cleveland 3, Ohio 


Picture Equipment developed a pack- 
age to meet these requirements. 

Without going into the “nuts and 
bolts” of the show, certain aspects can 
be pointed out as having application 
to other sales shows of a similar na- 
ture: 

1. Rear projection is used to save 
space and permit live action. Only 
10 feet behind the screen is needed 
for all the projection and sound 
equipment, freeing the viewing por- 
tion of the room from objectionable 
equipment clutter. Since the image is 
projected from the rear of the screen, 
the narrator can work along with the 
show without casting a shadow on the 
screen. 

2. Entire stage is 39-feet wide over- 
all, with a 21-foot screen. Yet the 
wings on either side of the screen 
swing in arcs, so that the stage can be 
fitted into a room as narrow as 24 
feet, if necessary. 

3. Operation of projection equip- 
ment is entirely automatic. One 
movie projector acts as trigger, keep- 
ing the slide projectors in synch with 
the first movie projector. At selected 
points, the operator takes over with 
push-button controls, while the nar- 
rator appears on stage with a slide- 


film background. 

4. Light weight aluminum con- 
struction keeps the weight of the en- 
tire show, projectors included, to 700 
pounds. Everything packs down into 
cases no longer than eight feet, which 
fits easily into the panel truck. 

“Very low service troubles were 
experienced with the equipment,”’ ac- 
cording to Ken Day, “and this in 
spite of the fact that the show re- 
ceived the equivalent of 10 years’ use 
in just one year.” 

Transfilm Inc., New York City 
made the films and slides to tell the 
story of how one man’s decision to 
convert to an up-to-date electrical 
system affected an entire community. 

Two 16mm. Bell & Howell sound 
movie projectors and three SVE Du- 
Kane slide projectors were especially 
adapted by Commercial Picture 
Equipment to meet the show’s re- 
quirements. 

*Costwise, staging and projection 
equipment normally takes 10% to 
15% of the entire show’s budget. In 
this case, the figure was up to about 
25%, which, according to Westing- 
house, was more than recovered by 
the sales increases stimulated by the 
show. 


No last minute headaches . . 
overburdened executives. . 
consuming advance preparations, Just 
turn over your convention responsi- 
bilities to us. A full time profes- 
sional staff handles all planning, 
registration, accommodations, enter- 
tainment, etc. Plus ... Hotel and 
apartments accommodating 40,000... 
meeting rooms for 50 to 1000 dele- 
gates... air-conditioned auditorium 
seating 2,500 with exhibit space. 


DAYTONA Beach RECREATIONAL AREA 
ORMOND BEACH - HOLLY HILL 
SOUTH DAYTONA - PORT ORANGE 


ee WRITER 


PETER NILES, Executive DirECTOR 
CONVENTION BUREAU, 533 SEABREEZE BLVD. 
DAYTONA BEACH, FLORIDA 
Or CALL COLLECT 2-0461 
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A TRADE NAME 


SACRAMENTO 
CALIFORNIA 


HOLLYwooo ROOSEVELT nore. 


Under Management of Hull Hotels 


7000 HOLLYWOOD BOULEVARD, HOLLYWOOD 28, CALIFORNIA 
Telephone HOllywood 9-2442 + Teletype LA 547 


> Hotel El Rancho Ge 


LARGEST: & 
FINEST 


HOTEL ot 


* 7 BANQUET ROOMS 
* SWIMMING POOL 
* HOTEL GARAGE 

* CINEGRILL 

* GARDEN GRILL 


Airportransit Terminal 
Airlines Center 
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“Host to the Nation” and to many thousand convention 
delegates each year, the Affiliated National Hotels have the 
“Know-how” and the facilities to make your meeting click. Your 
choice of 18 prominent cities, experienced convention staff 


in each. Address Convention Depi., Affiliated National 
Hotels, P. 0. Box 59, Galveston, Texas, or call Galveston 5-8536 


New Orleans San Antonio, Tex. 
JUNG HOTEL MENGER HOTEL 


Norfolk, Va ) 4 y 

MONTICELLO HOTEL PAXTON HOTEL 
Dallas, Tex. Columbia, S. C. 
BAKER HOTEL WADE HAMPTON HOTEL Vn 

Birmingham lia in 1 
THOMAS JEFFERSON HOTEL CACTUS HOTEL 

Laredo, Tex. Beaumont, Tex. 
PLAZA HOTEL EDSCN HOTEL 

wAsbincton norti STEPHEN F 


El Paso, Tex. Mobile, Ala. 
CORTEZ HOTEL ADMIRAL SEMMES HOTEL 
napolis, Ind Brownu aS 
cenrebon HOTEL BROWNWOOD HOTEL 
Galveston, Tex. Lubbock, Tex. 


GALVEZ HOTEL LUBBOCK HOTEL 
BUCCANEER HOTEL 


New Orleans—DeSoto Hotel Clovis, N. M.—Clovis Hotel Dallas, Tex.—Travis Hotel 
Other Affiliated Marlin, Tex.—Falls Hotel Galveston, Tex.—Jean Lafitte Hotel, Coronado Court 
National Hotels Hotel, Miramar Courts San Antonio, Tex.—Angeles Courts 
Mountain Lake, Va.—Mountain Lake Hotel 


AFFILIATED NATIONAL HOTELS 


SALES OFFICES 
New York—Murray Hill 66990 Washington—Executive 36481 
Chicago—Mohawk 45100 Mexico City—10-48-00 


YOUR CONVENTION HEADQUARTERS 


A Great Miami Beach Hotel designed to meet your convention needs 


© BEST LOCATION—Lincoln Rd. & Collins Ave., on the Ocean 
© BANQUET HALL & CONVENTION HALL seating 1000 
© Magnificent Pool, Cabanas, Solaria, Steam rooms & Gym 
© 330 Luxurious rooms, bath & dressing rooms 
® 2 Short blocks to Famous Miami Beach Auditorium 
© Florentine Dining Room, Coffee Shop, two Cocktail 
Lounges, Moulin Rouge Night Club 
© Unlimited facilities for after-meeting recreation-entertainment for wives & families- 
fashion shows, bridge parties, shopping on famous Lincoln Road. 


RESORT WoORrip,, WIRE OR WRITE 
JACK LEAR 

General Manager 

Director of Sales 
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BESELER VU-GRAPH 
OVERHEAD PROJECTOR 


Projects pictures in 
brilliant color to an 
audience of 4 or 400 
easily! And in a fully 
lighted room. Vu-Graph 
gives you startling new 
ways to explain and 
sell your product ad- 
vantages. 


CHARLES CBeseler COMPANY 


Make it a 
success! 


Get the facts across 
—FAST and CLEAR 
with the versatile 


BESELER VU-GRAPH. 


Helps you SELL the 


product advantages, 


EXPLAIN its uses, 
INCREASE its sales. 
Write Dept. A 

for the new free 
brochure: “How to 
Communicate 

your Ideas—Get 
More Business.” 


EAST ORANGE. NEW JERSEY 


Pe 
Four Months’ Work 


| amnesia anes apart e-n ccoatationst apc mmemaieaeeecmates 


-@ “First” 


= f= 


a:2 Send For Your 


ABSOLUTELY 


FREE 


O-IT-YOURSELF" 
CONVENTION KIT 


Interesting * Informative * Invaluable 
for planning 


CONVENTIONS 


INCENTIVE GROUPS 


EXECUTIVE MEETINGS 
INTER-AMERICAN CONFERENCES 

PRE & POST CONVENTION MEETINGS 
Simply write or phone: Mr. Beverley 
Miller, Director of Sales, Virgin Isle 
Hotel, 502 Park Avenue, New York 22, 
N.Y. MUrray Hill 8-0712. _ 


ON ST. THOMAS, VIRGIN ISLANDS 


“*The Most Magnificent Hotel in the Americas"’ 
Seo Foreign—yYet so Near."* 
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| Assn. 
| sponsor a luncheon as it had done 


INDEPENDENCE HALL is backdrop for marquees where 3,500 lunched with the 
President. All tent poles and stakes were garlanded with greens to enhance setting. 


‘One-Hour Luncheon: 


| You can't imagine how involved a convention luncheon can 


be until you create a dining hall at a national shrine for 
3,500 guests including the President of United States. 


What easily could be recorded as 
the most complicated convention 


| luncheon ever planned took place in 


Philadelphia recently during the 
American Bar Assn. convention. The 


| luncheon was sponsored, planned and 
| paid for by Insurance Company of 
| North America, Philadelphia. 


It all began when American Bar 
invited North America to 


when ABA last met in Philadelphia 
in 1940. At that time, the insurance 


| company feted delegates at a lunch- 
| eon at historic Valley Forge. 


To again draw on an historic back- 


| ground, North America conceived the 


plan to stage a luncheon on the newly 
developed Mall in front of Indepen- 
dence Hall. When that idea came into 
being, complications began. 


Independence Mall is a state proj- 
ect. It is a newly sodded, landscaped 
and park area—first of three square 
blocks to be redeveloped by the state. 

When the insurance company 
broached the subject to Pennsylvania 
Secretary of Forrest and Waters 
Maurice K. Goddard, he said, “Yes, 
but.” Because Insurance Company of 
North America is a reputable company 
in a fully regulated industry, and be- 
cause it was cooperating with an im- 
portant national association, and be- 
cause dignitaries invited to the lunch- 
eon included the President of the 
United States, Chief Justice and his 
associates, as well as other important 
dignitaries, the Commonwealth of 
Pennsylvania was delighted to make 
the Mall available for a luncheon. 
BUT, the area was under guarantee 
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speaking of Conventions... 


* 


on the ocean at 47th Street, Miami Beach, Fiorida 


you’ll hawe more fun and get more done 


ALL THIS IS YOURS... 
FOR A PERFECT CONVENTION! ALL THIS — PLUS: 


e 14 meeting rooms or combinations . . . to seat e Olympic pool and private ocean beach 


any size meeting from 24 to 1600! © Over a hundred luxury cabanas 


e Monitored air conditioning with individual bathrooms 


e Advance-design lighting and sound equipment e Magnificent covered outdoor pavilion for 


e Outstanding cuisine . . . served from an dining and dancing, outdoor meetings 


ultra-modern kitchen, strategically placed e Bacchus Bar « Marco Polo Lounge « Harry’s 
to serve every banquet with maximum expediency American Bar « Mona Lisa Dining Room 


e Underground Parking Garage e Fabulous entertainment nightly in the 


e Yacht Anchorage on protected Indian Creek unparalleled Cafe Pompeii! 


A wrhole new world for your convention 


Although vast in size, and all-encompassing TEE GEORGE E. FOX, Managing Director 
in its scope of activities, the EDEN ROC offers HARRY MUFSON, President 
a perfect combination of elegance, warmth of feeling, HN | Lea 
and casualness that can be found nowhere else! 

It's not just the luxuriousness, the supreme comfort 
and gracious service—it’s the whole mood 

of the place itself . . . superlative, but easy 

and carefree; it’s the accent on ‘‘outdoor living,’’ 
with the tremendous pool deck, beach and outdoor 
pavilion as the focal point; it’s the definite feeling 
that this is your world for as long as you like! 
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SEND NOW FOR COMPLETE 
CONVENTION BROCHURE... 
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by original contractors. 

Each contractor who worked on 
the Mall had guaranteed his work 
for a specific time. None wanted to 
be responsible if the Mall were con- 
verted from a park to a giant dining 


hall. 
Answer 


Back came the answer. If North 
America was willing to be responsible 
for any and all damage to the Mall 


and its installations it could use it as 
a luncheon site. 

The company said, “Sure,” and 
rushed nine of its safety engineers to 
Independence Mall to see what lia- 
bility was involved. Their report was 
staggering. It indicate’ that as much 
as $150,000 damage could be done 
by putting up tents and serving lunch 
—unless stringent precautions were 
taken. 

So Insurance Company of North 
America purchased a surety bond from 
its subsidiary bonding company, In- 


GIVES YOU THE-IMPACT, MOVEMENT 
-_ AND FLEXIBILITY OF MOTION PICTURES 
ON A SLIDE PRESENTATION BUDGET! 


Cellomatic offers you a complete visual staff. Art, color 


photography, photo processing, typography and creative 


production departments are all under one roof. This 


insures your sales meeting the ideas, eye 


appeal, visual impact and professional 


showmanship it must have. 


« CELLOMATIC CARBON ARC PROJECTION 
Front or rear screen — Sizes up to 15’-20’ 


« CELLOMATIC FILM + SLIDES 
e EASEL PRESENTATIONS + SLIDE FILMS 


+ VU-GRAPH 


mm IN POWER 


“ga FFFICIE ‘ 
mB IN CAPE 


e SALES TRAINING AIDS + STAGING SPECIALISTS 


The most modern Convention Auditorium with 9345 ‘ 
sq. ft. of floor space at SIDEWALK level. Seating 
capacity of 1500, complete stage and projection 
room. Ideal for automotive displays, exhibitions, trade 
shows, business and social functions. Also a lower level 
meeting room for 500 . . . all fully air-conditioned. 


Telephone Alpine 3-218! 


Hote: Westwarp Ho 


PHOENIX, ARIZONA 


John B. Mills, President 


Allen Matthews, Manager 


demnity Insurance Company of North 
America, and posted this $150,000 
guarantee against damage. 

With legal aspects taken care of, 
planning of the luncheon proper be- 
gan. First, and most important, was 
planning of basic physical arrange- 
ments. All planning had to be done 
around these requirements: 

1. Security of President _Eisen- 
hower and other government officials. 

2. Protection of lawns, walks and 
shrubbery. 

3. Protection of underground 
plumbing including 127 sprinkler 
heads and electrical installations. 

4. Safety and comfort of all 
guests under all possible conditions. 


Precautions 


Tents had to be erected in case 
of inclement weather likely in Au- 
gust. However, because of costly un- 
derground installations, precautions 
had to be taken to erect tents. Safety 
engineers plotted all underground 
pipes and wires from contractors’ 
blue prints. They then used tennis 
court tape to trace on the ground 
the lines under it. While tents were 
being erected, they advised workmen 
on placement of stakes and poles. 

Just in case some underground 
wiring or pipes did not conform to 
blue prints, all tent stakes were hand 
driven rather than machine driven. 
A man hammering in a stake by 
hand can feel an underground ob- 
stacle and can stop immediately. 
Even if he does sever a wire or pipe, 
at least he knows where the damage 
is. With a machine driving stakes, 
a break in a line might not be detected 
until later and its exact location 
would not be determined. This could 
necessitate digging up the entire Mall 
area. Such were the physical problems. 


Security 


For matters of security, names of 
all personnel involved with serving 
the President and his party, as well 
as company personnel and press, had 
to be submitted to Secret Service in 
advance. Five meetings between Se- 
cret Service and North America 
people were necessary to make secur- 
ity plans. 

So many individual permits were 
required from the City of Philadel- 
phia in connection with the luncheon 
and accompanying temporary instal- 
lations, that the city finally withdrew 
the dozens of individual permits and 
issued one blanket permit to cover all 
plans. 
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Almest every department in the 
city was involved, including police, 
fire, water, sewage and health. While 
tents were flame-proof, they can’t be 
considered fire-proof. So fire trucks 
were stationed nearby. Because of 3,- 
500 luncheon guests and crowds of 
spectators, a mobile hospital and res- 
cue squad were on duty in case of 
heat exhaustion cases or other possible 
injuries. A police and fire communi- 
cations truck was on hand to centra- 
lize orders for deployment of city 
police and detectives throughout the 
area, 

To prevent damage in Mall rest 
rooms, they were closed and mobile 
comfort stations were used. As an 
added service to guests, a mobile tele- 
phone pay-station office was brought 
to the area. 

Decorations for the luncheon were 
tastefully executed. Wide blue rib- 
bons were across each white table- 
cloth and a center piece of red and 
white flowers were on each table. 
Greens covered each metal tent peg 
and tent poles. 

From Aug. 19 until a day before 
the luncheon on Aug. 23, crews 
worked around the clock to erect 40,- 
000 sq. ft. of canvas. Just before 
work started, North America count- 
ed every crack in the flagstones, pho- 
tographed every tree and just about 
every inch of Mall area so that it 
would have proof against any claims 
of damage for which it was not liable. 

In the morning before the lunch- 
eon, the entire area was sprayed with 
DDT to keep the dining area free of 
insects. Twenty-six Pinkerton guards 
were on hand early to prepare for 
crowds. 


30 Chefs 


To feed the 3,500 members of 
American Bar Association, guests and 
press, the caterer, D. F. McAllister 
& Sons, Philadelphia, used 30 chefs 
and 120 waiters, plus 55 additional 
employes. 

Actual meal presented problems. 
The insurance company turned 
thumbs down on a hot meal. (This 
would require propane gas for heat- 
ing—a fire hazard in the eyes of the 
company.) Menu selected included 
honeydew melon, chicken salad, sliced 
ham, potato chips, salad, rolls and 
butter, celery and olives, ice cream 
and cake, iced coffee or iced tea and 
mints. 

In the event that the President or 
honored guests preferred hot coffee, 
a 50-gallon thermos jug of hot coffee 
was on hand. The President received 
the same food as the rest of the guests 
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(and waiters noted happily, he ate 
every drop). 


No Speeches 


Instead of speeches at the luncheon, 
a short prayer was offered by The Rt. 
Rev. Oliver J. Hart, Bishop of the 
Diocese of Pennsylvania and a 
souvenir booklet was placed before 
each guest. Cover of the booklet pic- 
tured Independence Hall in full color. 
Inside, the booklet offered a menu, 


short biography of John Marshall 
whose 200th anniversary of birth was 
being marked by the luncheon, facts 
on Independence Mall and Independ- 
ence National Historical Park with 
a map of the area, and facts on 
the Insurance Company of North 
America’s origin. Beside a photograph 
of the room in which the Declaration 
of Independence was signed, the in- 
surance company revealed that it was 
founded in the very same room in 
1792. 


‘T hear the next meeting is going to be at the 4-Most Hotels!” 


Nowadays when you hear “big four meetings” mentioned, they’re 
probably talking about The Sans Souci, The Saxony, The Sea Isle, 
and The Seville. These are the 4-Most Convention Hotels located 
side by side on the Atlantic Ocean, offering the most complete 


convention facilities to be found anywhere. Lavish luxury, complete 


unlimited facilities for business sessions and meetings large and 


small... and the same incomparable service is yours, which: sets 


these hotels apart as the top winter resort hotels on Miami Beach. 


The 4-Most Convention Hotel Group offers 1050 luxurious bedrooms, 


19 meeting rooms seating from 50 to 600, plus an auditorium at 


The Seville* accommodating 1750 . . . banquet rooms seating up to 
1500, outdoor banquet facilities for 1500 . . . 3 famous nightclubs 
with dancing and shows nightly . . . 4 coffee shops . . . 9 dining rooms 
... 9 cocktail bars . . . 4 Olympic pools all with cabanas. . . 


and 1200 feet of private ocean beach. Convention-trained personnel. 


Every function personally supervised. European, American, or 


Modified American plans optional. All completely air-conditioned. 


Competitive rates. 


* The Seville opens December 15th. 
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SANS SOUCI 
SAXONY 
SEA ISLE 

SEVILLE 


CONVENTION HOTEL GROUP 


Inquiries to: R. H. “Dick” Frey, Sales Manager, 3001 Collins Avenue, Miami Beach, Florida 


In Washington Phone: EX 3-6481® In Chicago Phone: MO 4-5100® In New York Phone: Ci 7-6940 
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Bring your products to your prospects 


vith DRAMATIC IMPACT 


New stereo projector 
a boon to “big ticket” selling.. 


The new Compco Triad Projector is a remarkable achieve- 
ment in advanced selling techniques. Think of it!.You can 
now show life-sized, full color three-dimension pictures of 
your products to one or a hundred viewers—at the same 
time! It’s ideal for showing extensive lines, heavy equip- 


conventions and training sessions. Prospects are 
amazed at the sparkling brilliance, clarity, 
natural depth and convincing realism. A Triad 
3-D presentation eliminates costly transporting 
of heavy equipment from city to city and the 
need for taking prospects to “‘on the job” in- 
stallations. Selling from flat photos, small pic- 
tures or inconvenient hand viewers is now 
obsolete. Leading companies have adopted the 
Triad selling system enthusiastically. The 
Compco Triad is actually two projectors in one. An 
instant changeover permits manual or automatic 
viewing of 2” x 2” (35mm) slides. 


Write for FREE Bulletin 


learn how you can step up your selling efforts, 
more successfully, with the new Triad Projector. 


COMPCO CORPORATION 2289 W. St. Paul, Chicago 47, Ill. 


Ideal for CONVENTIONS 
and SALES MEETINGS 


NASSAU in ne BAHAMAS 


Modern hotels with trained, experienced staffs provide 
superb accommodations for all types of group meetings. 
Nassau'’s Old World charm blends with ideal year 
‘round climate to furnish perfect setting for business and 
pleasure. Golf, swimming, all sports for “after hours”... 
shopping for British and European goods. 


for SALES INCENTIVE PLANS 


Everyone wants a vacotion in Nassav—Resort Empire of the 
Western Hemisphere! Watch salesmen hustle when you make a 
vacation in Nassau their prize. 


EASY TO REACH! 
BY AIR: 1 hour from Florida 

4Y2 hours from New York 
BY SHIP: Overnight from Miami via SS Queen 
of Nassav. Weekly sailings from New York 
via SS N . Convenient connections from 
entire U.S. and Canada. 


For Complete Information: 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 
MIAMI— 1633-34 duPont Bldg. © NEW YORK—308 British Empire Bidg., 
620 Fifth Avenve.¢ CHICAGO—1210 Palmolive Bidg. © DALLAS—1214 
Gulf States Bldg. ¢ TORONTO—407 Victory Bidg., 80 Richmond St. West. 


SOD, removed where tent poles were raised, 
was stored, watered and put back in place. 


During the luncheon, music was 
supplied by the Second Army Band, 
Fort George C. Meade, Md. Im- 
mediately after the meal, dignitaries 
and guests walked from the Mall to 
the south side of Independence Hall 
where the President addressed the 
ABA members as well as the general 
public gathered in the vicinity. 


Smooth Operation 


So smoothly did the luncheon func- 
tion, it might have appeared that 
feeding 3,500 people at the Mall was 
a daily occurrence. Nobody could have 
guessed how many details went into 
the plans. 

Immediately after the luncheon, 
work began to restore the Mall to its 
original beauty. After tents came 
down, sod removed to make way for 
tent poles was replaced. (During its 
absence it was watered and carefully 
stored.) The insurance company em- 
ployed landscape and lawn experts to 
supervise. With aeration of the lawns 
and careful watering, two weeks after 
the event, it was impossible to tell 
that anything as much as a pup tent 
had ever been pitched on the grounds. 


Damage Negligible 


Damage was negligible. Only badly 
worn patch of grass was in front of 
the guest table where dashing camera- 
men created a distinct path. 

None of the emergency equipment 
was called into play during the lunch- 
eon. Doctors and nurses at the mobile 
hospital sat placidly throughout the 
festivities. ‘Threatened rain never 
came and the partially clouded sky 
kept the summer heat within bear- 
able proportions. 

Days after the luncheon, the in- 
surance company began to reap the 
harvest of its well-planned offering. 
Letters of congratulations and “thank 
you” attested to its expert role as 
super host. The End 
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Meeting in 


CANADA? 


M 
JASPER O EDMONTON 


BANFF ® / CALGARY 


VANCOUVER 


TORONTO MONTREAL 
t @ HALIFAX 


\; LETHBRIDGE 


VICTORIA 


SEATTLE 


CHECK THE ADVANTAGES OF 


LAST YEAR magnificent SUPER-Constellations inaugu- 
rated a faster-than-ever service east and west between 
Montreal, Toronto, Winnipeg and Vancouver, augmenting 
regular TCA transcontinental flights. 

This year famous, swift-flying TCA Viscounts — first 
es aap airliners in North American skies — have 
egun serving U.S.-Canada and Canadian inter-city routes. 

Now the quick and easy way TO AND ACROSS ALL CANADA 
is quicker, more convenient than ever! 

Less than a day! By air, it’s less than a day to any 


ee 


DETROIT 
NEW YORK 

ICAGO @ CLEVELAND 
© ATLANTIC CITY 


TRAVEL... 


major Canadian centre from any large U.S. city. TCA 
makes regular daily connections with U.S. airlines at 
New York, Chicago, Detroit (Windsor), Cleveland, Boston, 
Seattle, Tampa. 

SPECIAL FARE REDUCTIONS AVAILABLE FOR GROUP TRAVEL 
See your Travel Agent or TCA Office in: Boston, Chicago, Cleveland, Detroit, 
Los Angeles, New York, Seattle, Tampa-St. Petersburg. 


TRANS-CANADA AIR LINES 


One of the world's great airlines...serving Canada coast to coast... impertont 
U.S. cities... Britain and Europe. ..Mexico, Bermuda, Nassou and the Coribbeon 
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THE WORLD-FAMOUS 
Homestead 


On its own 17,000-acre estate in the Virginia 
Alleghanies, The Homestead is an ideal place 
for successful meetings. Your members can 
c trate on busi , free from the dis- 
tractions of a large city; and when work is 
done they can enjoy all the superb facilities 
of “America’s most distinguished resort and 
spa." 


Exceptional! golf, riding, swimming and other 
sports; smooth Southern service; expert atten- 
tion to meeting requirements. 

Address 


THE 


HOT SPRINGS, VIRGINIA 


-.+++.MOhawk 4-5100 
PRospect 1|-7827 
EXecutive 3-648! 

..MUrray Hill 6-6990 


Chicago Office... 
Cleveland Office 
Washington Office 
New York Office 


Miami Beach 


Conventionland U.S.A. 


New air-conditioned Municipal 
Auditorium seats 4,500 

@ Offers new approach to conven- 
tion success 

@ Greatest concentration of new 
hotels in the world 

@ 29,000 hotel rooms 

@ Fine restaurants 

@ Famous shopping centers 

@ Delightful weather year-’round 

@ Reduced rates for spring, 
summer and fall conventions 


For information, write: Tom F. Smith, Dir. 
Miami Beach Convention Bureau, Municipal 
Building, 1700 Washington Avenue, Miami 
Beach 39, Fila. 


This Message is Prepared and Published 
by the City Government of Miami Beach 


Pin Point Problems 
For Your Supervisors 


Sales supervisors can be trained with role playing of prob- 


lem salesmen. List of 15 cases suggests areas that can be 


| covered. For meeting, supervisors are given opportunity to 
send in suggestions or check list of problem types. 


BY CHARLES L. LAPP, Ph.D. 
Professor of Marketing, Washington University 


Have you ever pondered about 
what kind of meeting would hold the 
interest and stimulate sales super- 
visors to do a more effective job? 

If you have had this problem, then 
possibly you might find a meeting 
conducted around the theme, “What 
do you do if this situation develops?” 
as a means of assisting your sales 
supervisors. 

Such meetings require advance 
planning. Prior to holding such a 
meeting write to your superiors of 
salesmen or hold a conference with 
them to find out what typical prob- 
lems may be that they are confronted 
with in handling salesmen. 

After you receive typical situations 
from your supervisors, then separate 
them into areas in which the situ- 


| ations might be classified such as 
| Planning or Organizing Territory 
| Coverage, Training, Control, Moti- 
| vation or Communication. 


Another approach might be to list 


| a number of situations and ask super- 


visors to check those which they more 
frequently encounter. Then send 
those which seem most prevalent back 
to the supervisors who should prepare 
to discuss what they feel to be the 
best methods to handle the listed situ- 
ations. Possibly better still, request 
that they be prepared to show through 
role playing how such situations 
should be handled. 

If you want to start with some 
such situations for role playing, the 
following are actual situations that 
may be used as is or adapted for your 
own company and salesmen. 

1. Credit Grabber: “Cracker-jack” 
salesmen steps on too many people. 
For instance, he tries to take the 
credit for all sales in which he assists 
even though someone else may have 
done 98%. of the work. 

2. Story Teller: Salesman keeps fel- 


low salesmen dissatisfied by starting 
rumors or putting out information 
that can be misinterpreted. ‘Then, if 
such a circumstance is brought to his 
attention he manages to worm out of 
it by saying, “I was misunderstood.” 

3. “Specialist: Supposed to devote 
time to both retail and industrial ac- 
counts, he refuses to give any time to 
development of retail accounts. 

4. Slow Writer: He has a good 
sales record but refuses to send in 
certain reports, and when others are 
sent in they are often two and three 
weeks late. 

5. Bottle Boy: Salesman does an ex- 
cellent job when he doesn’t drink but 
recently he has been drinking entirely 
too much. 

6. Sufferer: He needs help with 
many problems in his territory, but 
refuses to ask for assistance and guid- 
ance. 

7. Battle Shy: Salesman does a 
good job with established accounts, 
but seems to be afraid to call on new 
prospects. 

8. Problem Ducker: Instead of 
solving problems with accounts when 
they arise, he waits for a superior to 


‘come to his territory which sometimes 


prolongs misunderstandings and diff- 
culties for too long a time. 

9. Big Promiser: Salesman continu- 
ally breaks company policies and 
makes promises to accounts beyond 
his authority. 

10. Cry Baby: He complains that 
his territory is not a good one and 
that he is expected to sell more than 
can possibly be sold to his accounts. 

11. Country Gentleman: He fre- 
quently takes off a number of days 
each month to play golf, go fishing, 
attend athletic events, and loaf at 
home when he is supposed to be mak- 
ing calls. 

12. Spoiled Son: Salesman asks for 
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Louisville’s BROWN and 
KENTUCKY Hotels 


THE 
KENTUCKY 
HOTEL 
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KENTUCKY HOTEL FLAG ROOM 


7800 square feet will accommodate 
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1500 for meetings, 1100 for food service. 
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CONVENTION 
FACILITIES 


Werner you are thinking in terms of 
a small regional meeting or a national conven- 
tion involving thousands of people, you'll find 
that the Brown and Kentucky Hotels have the 
ecessary capacity and experience. 

facilities. At the 
recently enlarged Kentucky Hotel, there are 


Let’s consider banquet 


nine meeting rooms convenient to our kitchens 
. . up to 1100 people can be served in the Flag 
Room alone! At the stately Brown, there are 


BLUEPRINTS 


THESE BLUEPRINTS 


AND PICTURES 
ARE WORTH 


A THOUSAND WORDS 
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six banquet rooms, and the Crystal Ballroom 


alone has a banquet capacity of 800. 


lf your convention needs are greater than 
either hotel can meet, singly, both hotels are 
at your service, offering unmatched, one-man- 
agement convention facilities. 


Before you plan your next convention get 
the facts on these two great convention hotels. 
Use the coupon. 


The Brown Hotel 
Louisville, Kentucky 


Without obligation, please send me the Brown and 
Kentucky Hotel Factbooks as advertised in Sales 


Meetings for October. 


Name___ 


Organization 


Address aes 


City ie «| “ee 


Wesler T. Keenan, General Manager. Offices New York, 

Circle 7-7946; Chicago, WHitehall 4-7077; Cleveland, 

SUperior 1-0420; Washington, DC, MEtropolitan 8-3492; 
Miami, 9-0103. 


DALLAS’ LEADING 
CONVENTON HOTEL 


Center of Dallas 
1,250 Rooms 


2 Restaurants 
Motor Lobby 


Completely Air Conditioned 
Guest Room Television 
Family Rate Plan 


12 Meeting Rooms for 
groups of 12 to 1,200 


more assistance than other salesmen 
and still seems dissatisfied that he isn’t 
given enough support. 

13. Old Woman: He spends too 
much time gabbing with buyers and 


| prospects but insists he must do it if 


he is to obtain any business. 
14. Lone Wolf: Through research 


| it has been found that certain func- 


tions such as taking inventory, show- 


ing samples, or follow-up letters will 
| assist in making sales, but salesman 


refuses to follow 


such suggested 


methods because he feels his are 


better. 

15. Antagonizer: He recently has 
been antagonizing a number of good 
buyers and reports of such seem to be 
increasing rather than decreasing. 

Emphasis in meetings for sales su- 
periors on how to handle salesmen in 
specific situations will pay-off with 
better results in the long run. Try 
this approach at your next meeting 
of supervisors and they will reward 
you for your time and effort. 


SIDE WING PANELS of Stagette are reversible and can be loaded from the rear and 
flipped into view on cue. Overhead lighting is controlled by portable switchboard. 


Two New Units for Dramatic Sessions 


“Stagettes,” two portable stages 
being offered by Theatre for Indus- 
try, New York City, may hold the 
answer to budget and transportation 
problems that plague meeting plan- 
ners. Stagettes, according to Theatre 
for Industry are light enough to 
travel by air, as well as rail and truck, 
and are within the range of the aver- 
age company meeting budget. Com- 
pletely equipped, the stages eliminate 
the extra expense of drapes, lighting 
fixtures and props. 

Larger of the two units can be 


| adjusted from a minimum width of 


| 22% ft. of 31 ft., with the depth 


built-in lighting system which is con- 
nected to an 8,000-watt Powerstat 
portable switchboard stationed back- 
stage. An 8 ft. by 10 ft. pull-down 
screen for slides and motion pictures 
is found in the center header. 


“Desk Top Stagette,” a junior 
version of the Stagette, weighs just 
45 pounds when packed in its case. 
Compact enough for one man to 
carry, it measures 40 in. by 20 in. by 
8 ft. when folded. It features a flan- 
nel-board center panel for slapboard 
presentations, which can be adapted 
for flipover charts. Like its bigger 


Write for 

MP ur copy of 
NVENTION 
CTS ABOUT 


brother, Desk Top Stagette boasts 
built-in overhead. lighting and a pull- 
down screen measuring 48 by 36 
inches. 


ranging from 8 ft. to 12% ft. The 
| stage packs into seven crates and can 
be assembled in less than two hours, 


ont HOTEL 
A On ; ADOLPHUS 


DALLAS, TEXAS 


Adolphus 


lL DAVIS, Managing Director 
T A. INGELS, Soles Manager 


says Theatre for Industry. 

Center stage area of Stagette is 
flanked by two side panel wings. Each 
of the wings is equipped with a 5 ft. 
by 4 ft. revolving panel.. Panels can 
be loaded from the rear and turned 
toward the audience on cue. 

Center canopy-type header houses a 


A pegboard wing panel, 18 by 36 
inches, on each side of the 36 by 36- 
inch center panel is designed for prod- 
uct displays and literature. 

Stagettes are available in five colors 
in DuPont Fabrilite finish making 
them washable and scratch resistant. 
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S nlroducing lhe 

: Pen : 
RR ecently refurbished and 

MOSAIC 


redecorated, the new Mosaic Room 


. MI is now available for meetings, 


banquets and receptions. Across from 


the New Yorker's the new Coffee House on the quiet 


Lower Lobby, this attractive room is 


newes t easily accessible to the lobby by 
p r i Va t e f unc t i on room the new two-way escalator. Air- 


conditioned and wired for closed 
circuit Television, the Mosaic Room 
also offers a large adjacent kitchen 
which provides delicious food and 
prompt service for banquet functions. 
For full information concerning the 
Mosaic Room . . . and the other 
attractive ballrooms and meeting 
rooms of the New Yorker . . . please 
contact our Sales Department. 
LOngacre 3-1000. 


Teletype: N. Y. 1-1384. 


THE MOSAIC ROOM 


STORAGE AREA 
270 Sa Ft 


Capacity Meetings 400—Banquets 350 

Dimensions 90’6” x 32’6”—Height 18’ a sg 
Floor Area 28671, square feet 

Location Lower Lobby 


HOTEL 
34th STREET AT 8th AVENUE Cw/ Cn 
NEW YORK I, N. Y. 


Direct Tunnel Connection from Pennsylvania Station A HILTON HOTEL 


PREwT ELEVATOR 
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How Authentic 
Need Props Be? 


hing ye 
FRANKS 


The company was mythical but 


every prop used was real to 


create believable slide film. 


BY H. A. LOTKA 


Sales manager, Food Casing Div., 


The Visking Corp. 


“Pardon me, madam, that brand of 
sausage is not for sale 

The red-faced young man retrieved 
a wrapped package of sausage from a 
startled customer in one of Chicago’s 
large food markets. 

This was a common occurrence dur- 
ing the filming of “Sure, I Can Sell 
Sausage,” a specialized sales training 
slide film produced by the Food Cas- 
ing Division, The Visking Corp., 
Chicago. Visking manufactures cellu- 
lose casings for skinless frankfurters 
and sausage products. 

While the film company was “on 


< 


BORROWED TRUCKS repainted with advertising of “company”. 


14 


“ 


“ 
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TON OF SAUSAGE PRODUCTS were put into specially imprinted casings; point-of- 


. 4 


2 


purchase material was prepared; advertising was created—all from fictional company. 


location” in food stores, numerous 
customers were attracted by the bright 
sausage packages: labeled “V-King.”’ 
Embarrassed Visking representatives 
were forced to explain that the sau- 
sage was only a “prop” for the film 
and the “V-King company was purely 
imaginary. 

Idea for a detailed film on how to 
sell sausage originated in the mind of 
ore of Visking’s salesmen. He had 
seen a film on the sales training of 
route salesmen in the dairy industry, 
and it seemed a good technique to 
apply to sausage route salesmen as 


well. 

But why did Visking, who sells 
only to meat packers, bother to make 
a film telling sausage salesmen how to 
go about their business? 

Well, here at Visking we have al- 
ways appreciated the fact that our 
business depends on the business car- 
ried on by the sausage makers. We do 
anything we czn to help them, because 
we know our success depends on their 
success. And the most important link 
in the manufacturer-to-consumer chain 
is the retailer. Help him sell and 
everyone benefits. 


VISKING'S EMPLOYES were the actors for 22 parts in slide film. 
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Here's one story every Sales Manager ought to know... 


SCHINE HOTELS CATER TO YOUR 
CONVENTION OR LARGE GROUP NEEDS! 


We've got all the facilities you need — but we don't stop 
there! We tailor them to fit your needs ... you can be sure 
we'll do everything possible to make your group stay a success! 
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cde Pilg nabs RATON, FLORIDA 


3500 acres — the most spacious and beautiful resort in all the 
world! Extra-special convention facilities! 


@ Huge auditorium with graduated seats, full stage, slide and 
motion picture facilities! 


2 olympic swimming pools. 

Y% mile private beach. 

18-hole championship golf course. 

6 Teniko courts for tennis enthusiasts. 


Piva asin BEACH, FLORIDA 


In the center of everything ... exquisite shops, sightseeing 
tours, every point of interest! , 


7 acres of private tropical gardens 

Beach 3 city blocks long. 

King-size pool. 

Magnificent Cabana Sun Club. 

Tennis courts. 

3 restaurants. 

Home of the world-famous Bamboo Room. 


Miami's largest hotel! Situated at the Crossroads — Biscayne 
Blvd. and Flagler Street. Real “homey” atmosphere at a low 
price (about ‘4 price of hotels on Miami Beach)! 
@ Newly-decorated Flagler Room —ideal for large group 
meeting and dinners from 200 to 1,000 persons. 
Hialeah Park with its famous flamingos, Tropical Park, dog 
races nearby. Fishing, Boating at the door! 
TV in every room — no extra charge. 
Fully air-conditioned with individual regulator in every 
room assuring personal comfort. 


Whatever your requirements, you can rely on 
Schine Hotels to give you the best in convention 
and group facilities... and at special rates! 


CALL SCHINE HOTEL Offices in New York, Northampton, Washing- 
ton, D. C., Atlanta, Boca Raton, Miami Beach, Miami, Chicago, San 
Francisco, Los Angeles OR SEE YOUR TRAVEL AGENT 


SCHINE HOTELS Gpyesd Wrlor the Sun 
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Let's meet? in 
the 
Alleghenies 


Summit 


Right atop Mt. Summit on a beau- 
tiful 930 acre estate with our own 
golf course and swimming pool. 
Ideal facilities for handling groups 
up to 160... with sports, relexa- 
tion and entertainment for all. Noted 
for delectable food ... and spa- 
cious, comfortable rooms. 

On U. S. Route 40, six miles from 
Uniontown, Pa. 2500 feet high in 
the mountains. 


Phone Uniontown 8-8594 
—or write SAM STEWART, Manager 
(An Abbell Hotel) 


THE 


CLARIDGE 


HOTEL 
ATLANTIC CITY 
Delegates Agree, Not Only 
“CONVENTIONAL” but “EXCEPTIONAL” 


Seventeen meeting rooms — cli- 
maxed by Trimble Hali—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 

A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 


Overall plan for a film to show the 
sausage route salesman how he could 
help himself by helping his customers 
increase sales was worked out by re- 
search study and by actual travel with 
sausage salesmen in the area. 

L. Mercer Fancisco, Francisco 
Films, Chicago, began writing the 
script. It was approved by Visking 
officials last December. Then the pace 
of the whole operation was stepped 
up when officials decided to premiere 
“Sure, I Can Sell Sausage” at the 
annual February sales meeting. That 
gave us one short month to get the 
film in the can. 

Our first job was to set up a whole 
sausage “company.” Because Visking 
sells casings to many different sausage 
manufacturers, a real sausage brand 
name could not be used in a film that 
would be viewed by representatives 
from all of our customers. 

“V-King” was chosen as the name 
of the mythical product. Advertising 
and art departments of Visking rushed 
to complete layouts for imprints on 
the casings, point-of-purchase mate- 
rial, and the necessary truck and dis- 
play signs. Over a ton of sausage and 
smoked meats were packaged under 
the new brand name. Several route 
trucks had to be obtained and painted 
to advertise “V-King.” 

One of the most important elements 
of the film was its reality. Only one 
professional model was used. The 22 
leading characters were cast from 
Visking employes, and 36 additional 
characters were picked while the film- 
ing team was actually on location. 
Eight professional voices were used 
in the recozding. 

Sixteen locations throughout Chi- 
cago and the suburbs were chosen, 
all of them actual retail stores that 


agreed to participate. Sausage prod- 
ucts and camera crew were trans- 
ported to and from location in another 
sausage truck loaned to Visking by 
one of its customers. 

The intensive shooting schedule 
included filming late at night and on 
Saturdays and Sundays, and the test 
film and record were finished only 
three days before the sales meeting. 

The film was composed of 385 
color frames. Its running time is 40 
minutes. A flip-chart presentation was 
prepared in addition to handbooks 
and meeting guides for the use of 
route salesmen and sales managers of . 
Visking’s customers. 

The film opens with a group of 
route salesmen discussing ways to sell 
more sausage and smoked meat prod- 
ucts along their routes. The story 
follows several of them along indi- 
vidual routes as they try out a seven- 
step program to increase sales for 
their retail customers and therefore 
for themselves. The same seven steps 
are explained in the printed material. 

In addition to the seven-point sales 
plan, a great deal of emphasis is given 
to do’s and don’ts necessary to healthy 
salesman-customer relationships. 
These do’s and don’ts range from 
suggestions on personal habits and 
conduct on the job to pointers de- 
signed to improve the route salesman’s 
efficiency in planning and executing 
his sales program. 

This seven-point sales plan, as well 
as the film itself, has been received 
warmly by Visking’s sausage manu- 
facturer customers. We feel that we 
have found not only .a good pattern 
for sales promotion but also a vivid 
and exciting way of presenting selling 
ideas. 

The End 


See how ADmatic can boost sales for you 


GEORGE 6. BRUNI 
President & General 


ADA TAYLOR 
Director of Sales 


STANLEY 8. CAMPBELL 
Sales Manager 


Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 
ator needed. : 
The ADmatic projects a new message or idea 
every 6 seconds on a large screen equivalent to a 
28° T V. It holds 30 slides (2" x 2”) that are easily 
cha: . Just as effective in lighted areas. Use 
the ADmatic wherever people gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 
mn training programs. ’ 
For rental or purchase terms, wire, write or phone 


THE HARWALD COMPANY, INC. 


1216 CHICAGO AVE e DAVIS 8-7070 |e EVANSTON, iLL 


Telephone Atiantic City 5-127! 
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1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 
huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
and stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention staff. 
Color brochure on request 


The South's Largest and Finest 
Convention Hotel 


AFFILIATED NATIONAL HOTELS 


CONVENTION 
FACILITIES? « . cuzcx 1 


JUNG 


TEL New Orleans 


ized to fit 


your|convention 


THE CONVENTION HOTEL 
pi. HOTEL 
Grand ballroom with no view- IN THE HEART OF 


obstructing columns . . . seats MIAMI BEACH... Evi lle 
2,000 at meeting, 1500 at banquets { 
Pe THE CONVENTION CITY! 
Five other individual meeting rooms 
for smaller groups of 50 to 500 
Business group of ten, or king-sized convention of thousands—(or 
12,000 square feet of exhibit area even nation-wide millions through our closed-circuit television) — the 
: Seville offers complete flexibility of accommodations witn utmost 
Monitored air conditioning hospitality and convenience! 
throughout 


> 


Private beach, pool, cabana club OPEN DECEMBER 1955 — Now Booking 1956-57 Conventions! 


T 
1000 de luxe guest rooms eosanrae™ 
immediately adjacent 29th TO 30th STREETS * MIAMI BEACH, FLORIDA 


Write to: BEN GOULD, Director of Sales 


SM/OCTOBER |, 1955 


HOTEL RATES 
in 
NEW YORK 
tat) 


HE 


BELMONT PLAZA’S 


ONE 
RATE 
PLAN 


Absolutely without prece- 
na hotel of this size 


na aistinction 


room, with 


Y 
$85 
Every double oo with 
private bath $1985 
now : 

Every twin bedded room 

with private $4285 

bath now 

i 

Now you can stay at a 
hotel of character and class 
secure in the knowledge 


that your room is listed at 
one rate, and one rate only 


On New York's smart East 
Side, opposite the Waldorf- 
Astoria. Easy parking. 800 
new rooms magnificently 
decorated. New Belmont 
Room, restaurant, bar and 


Ae 
1 444443 
ree 


lounge 


EAT HOTEL NOW A ONE-RATE HOTEL 


Belmont taza 


w MOTEL 


EXPOSITION OF GOLDEN IDEAS attracted widespread attention, including articles in 


consumer magazines and nationwide television coverage. It was staged in Portland, Ore. 


ARCHITECTS were encouraged to design controversial displays and exhibits. 


Exposition for ‘Wild’ Ideas 


Architects get free hand to design 50 new uses of plywood 
for exposition to mark industry's anniversary. Show was de- 
signed to publicize fir plywood, stimulate imaginative uses 
and prompt manufacturers to step up product promotion. 


Out of the murk of 50 years ago, obscure event and built around it a 
Douglas Fir Plywood Assn. seized an Golden Jubilee exposition that turned 
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More and More Conventions Are Headed for 
LONG BEACH ., 4 Shs California 


1955 


vik ahs of herbal Pal 


Top Hotels and Motels—Adjacent to Municipal Auditorium 


Convenient, comfortable rooms at sensible prices. 


Excellent Exhibit-—and Meeting Halls 


booth space—nearly 100 meeting halls. 


Largest Auditor | in the West 


Added 125,000 square foot arena & exhibit hall under construction. 


Convention and Trade Show Know-How 


Helpful experience gained from over 1000 shows. 


of a che Clock, Around the Year 


Night Clubs—Sports—Entertainment. 


of wai of Nearhy Scenic and Recreational Advantages 


Chaser of the Pacific—Hollywood—Catalina—Knott' s Berry 
Farm—Old Mexico—West's Finest Amusement Zone. 


Write now for more information 


Convention & Visitors Bureau 


Municipal Auditorium 
LONG BEACH, CALIFORNIA 


into the biggest promotion that the 
fir plywood industry has ever known. 


News Peg 


The event was the production of 
the first fir plywood at Portland, 
Ore., a novelty item for the Lewis 
& Clark Exposition in 1905. Earliest 
panels were crude; the plant where 
they were made was later destroyed 
by fire; the event was all but for- 


gotten. But it provided the peg for 
an exposition. that made national 
news and would help sell the wares 
of an industry whose spectacular 
growth has been a phenomenon of 
American post-war production. 

For its Golden Jubilee, plywood 
came back to Portland, central city 
for this West Coast industry. The 
Jubilee tied together the Association’s 
annual business meeting with a bold 
exposition of “50 golden ideas” on 
new uses for plywood. It brought in 


FOR UNSURPASSED CONVENTION CONVENIENCE 


565 luxurious guest rooms and suites overlook ocean or Indian Creek 


24,000 sq. ft. of exhibit space 


Meeting facilities for up to 5250 people in private conference rooms and 


oversize convention hall 


6 private dining rooms, forma! dining room, and informal coffee shop 
accommodate up to 2500 persons for banquets 


Festive cabana club, Olympic-sized pool, 1000 feet of private beach, 


solarium and health club 


Putting green, driving range, tennis courts, private yacht anchorage 


4 cocktail lounges and La Ronde Supper Club, featuring top name acts 


and bands 


COMPLETELY AIR CONDITIONED! 


. 


ontainebleau 


OCEANFRONT, 44th to 48th STREETS, MIAMI BEACH 


AMERICA’S LARGEST AND FINEST CONVENTION-RESORT HOTEL 


For information write or wire 
JACK M. SLONE, Director of Sales 


BEN NOVACK, President 
DUKE STEWART, Manager 


key speakers on industry affairs, gar- 
nished at the top with an outside 
speaker whose name would draw at- 
tention, Lt. Gen. Leslie R. Groves, 
former head of the nation’s atomic 
bomb project. 


Three Objectives 


The Golden Jubilee had three key 
objectives: 

1. To provide a vehicle that would 
draw national attention, and par- 
ticularly national trade attention, to 
a prosaic item, fir plywood (in this, 
the industry sought to create raw 
materials that it could use for many 
months after the Jubilee to continue 
promotion with builders, designers, 
and consumers ; 

2. To stimulate imagination of 
professional designers and architects 
in the residential field to develop new 
ideas and new applications for ply- 
wood ; and 

3. To sell plywood manufacturers 
themselves on the need for continued 
and even stepped-up promotion, and 
at the same time to build enthusiasm 
within distributors. (National Ply- 
wood Distributors Assn. held its an- 
nual convention immediately follow- 
ing the Golden Jubilee.) 

Fir plywood is a basic building ma- 
terial produced in more than 100 
plants of Washington, Oregon and 
California. Its big expansion has 
come since World War II. Output 
doubled from 1945 to 1950 and will 
come close to doubling again this 
year. Annual value of production al- 
ready exceeds $400 million, and still 
new plants are being built. 


Sets Standards 


Promotion agency for the industry 
is Douglas Fir Plywood Assn., Ta- 
coma, Wash. The Association sets 
grade standards and provides trade- 
marks by which manufacturers may 
stamp the grade on each panel. It con- 
ducts research on production and 
quality-control, but its biggest effort 
is thrown into national promotion and 
the task of expanding markets for a 
commodity whose output hits new 
records year after year and whose 
manufacturers are concerned primari- 
ly with problems of production rather 
than marketing. 

The idea of making the 50th an- 
niversary the big promotion for 1955 
took shape late in October in 1954. 
Harrison Clark, assistant managing 
director of the Association tossed the 
idea onto the table. W. E. Difford, 
managing director, picked it up and 
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developed the broad concept of the 
show. The execution lay primarily in 
- the hands of Joseph Weston, field pro- 
motion director. Immediately after 
the basic idea was roughed out, de- 
partment heads at the Association 
were asked to toss in ideas. In a week, 
somewhere between 100 and 150 
suggestions were entered. These were 
culled in a series of conferences, and 
by Jan. 1, lines of the promotion were 
pretty well set. 

Most important single ingredient 
in the Golden Jubilee was the exposi- 
tion of “50 golden ideas.” These rep- 
resented new ideas in the use of ply- 
wood for residential construction, 
decoration and furnishing. They 
were presented at the exposition in 
plywood and’ in full-scale. 


Broader Appeal 


Originally the thinking had been 
to erect a golden jubilee house and 
fit into this 50 ideas that used ply- 
wood. Then it was felt that the ap- 
peal would be broader if ideas were 
not restricted to use in a single house. 
The architectural team was headed by 
Chris Choate, Los Angeles, a man 
with varied background who had been 
for a number of years a set and pro- 
duction designer at Hollywood. 

Architects were given a completely 
free hand in design, without regard 
to convention, obsolete building codes, 
or FHA requirements. One object 
was to stimulate the imagination of 
other designers. The Association did 
not so much expect to see these 50 
ideas duplicated as to suggest entirely 
new treatments and new approaches 
in the use of plywood. 


Controversy 


Controversy was part of the dish. 
Says Difford: “We knew that some 
of the ideas would be subject to 
criticism and controversy. We were 
prepared to take that risk in the hope 
that the possibilities of the material 
would achieve considerably more dis- 
cussion than it would were we to 
have stayed only with immediate and 
practical applications.” 

The 50 golden ideas were set up in 
an armory near the convention hotel 
at Portland. They provided the focal 
point for the Golden Jubilee. Some 
of the golden ideas were for new uses 
of present types of plywood: a garden 
storage unit, a two-level plywood ceil- 
ing for use in remodelling, a 32-foot 
plywood arch as a garden shelter, 
woven or Moke design in plywood 
decoration, and a new underbase for 
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floors. Other ideas presented entirely 
new products, such as Texture 55, a 
textured panel for interior decora- 
tion; and a long-span tongue-and- 
groove panel with a lumber core for 
exposed roof beams. 


Explanations by Panel 


The afternoon before the exposition 
opened to the public, a panel discus- 
sion on the 50 golden ideas was held 


with the five architects to tell what 
they had done and to answer ques- 
tions. The discussion brought a capac- 
ity audience. 

Other high spots on the Golden 
Jubilee included a stage show written 
about plywood for this one occasion; 
a mill tour for distributors or others 
not so familiar with production of 
plywood ; and two provocative lunch- 
eon talks, one by Ben Hazen, presi- 
dent, Benjamin Franklin Federal 
Savings & Loan Assn., Portland, and 


How Many of Our 


Convention Services 
Do YOU Need? 


Look how Manpower, Inc., can 
solve your convention and exhibit 
problems. Here's what we 

can do for YOU! 


1. Supply models, demonstrators, 
attendants and do registration 
typing. 

2. Handle pre-convention details, 
mailings, arrangemenis, etc. 

3. Set up anc’ dismantle displays. 

4. Maintain your booth. 


5. Complete mailing service and telephone 
answering. 


6. Stenographic service and mimeographing 
transcripts. 

7. Typing—Stenography 

8. ANY type of office work. 

9. Car unloading— warehousing 
10. Or you name it! 
All our experienced employees are bonded and 
insured. Use as muny as you need for four hours, a 


day, a week, a month or longer. We pay them, keep 
all records, saving you time and needless expenses. 
WE ARE NOW IN 50 CITIES IN THE UNITED STATES 
AND ABROAD. This assures you the same high stand- 
ards of service from coast to coast. (It also means 
you can use our office as yours during the convention!) 
If you are planning a convention or exhibit now, we 
suggest you write us immediately for full details on 


how we can help you. Write Mr. Roberts, CONVEN- 
TION SERVICE DIVISION, 


® 
manpower, 


inc. 
330 W. Kilbourn, Milwaukee, Wisconsin 
WORLD'S LARGEST COMPLETE BUSINESS SERVICE 


past president of the U. S. Savings & 
Loan League. He urged manufac- 
turers who sell to the building in- 
dustry to set up a home loan insurance 
program that would take the govern- 
ment out of the home loan business. 
The other talk was by Difford. It was 
designed to shake manufacturers into 
looking beyond their own millyards. 
Difford urged producers to invest 
now in technological research and in 
market development or face “event- 
ual ecenomic collapse.” 


Made News 


The Golden Jubilee made news. 
Expanded all the way Expanded half way Folded That was its big job. There was the 


This EXPANSION EASEL is the newest addition to our famous family of all aluminum spot news of a big industry holding a 
Oravisual easels, I+ will expand to any desired width up to 44” and hold ten times its big meeting, producing new ideas, 
own weight in large charts, display boards, etc. Height 6 ft. Folds small for: storage. | and presenting name speakers. As 
$42.00 F.0.B. Factory. 


1e example, 15 tr ications in 
Other models available. Write for Catalog. or ample, 1 ade publica 


advance of the Golden Jubilee ran 
ORAVISUAL COMPANY, INC. Dept. M. Box 609 A 


St. Petersburg 2, Florida special sections or special editorial 
material on the 50th anniversary of 
plywood. These publications included 
American Builder, American Lum- 


berman, Building Supply News and 
ARIZONA’S COUNTRY CLUB RESORT 


Practical Builder. There was spot 


INVITES GROUP MEETINGS news coverage by wire services and 


special media, including the Arlene 
Accommodations for 140 guests in a secluded THE Francis television show, produced at 


club-like atmosphere only 15 miles to Phoenix. WIGWAM the exposition of 50 golden ideas. 
70 acres of lawns and flowers. Magnificent golf There was general publicity—fea- 
course and other sports. 3740° Paved Airstrip. LITCHFIELD PARK ture material for use in consumer 
Superb food and well-trained service. ARIZONA magazines, newspapers, house organs, 
Variety of meeting and conference rooms. READE WHITWELL, MANAGER and business prec based on ideas 
Season: | in Chicago growing out of the show. As an ex- 
novenset Cots, Spent ample, August House & Home 
TO MAY 2 carried a six-page section. September 
Popular Science carried a four-page 
article on Moké, one of the 50 golden 
ideas. Another feature on the same 
topic is scheduled in Better Homes 
& Gardens. Through clip sheets the 
material is being worked up for news- 

paper use in the months ahead. 


Editors Invited 


Press relations were carefully or- 
ganized. At the outset the Associa- 
tion faced the handicap of putting on 
a show 3,000 miles from the nation’s 
publishing center. It invited editors 
Coming . . . from consumer and trade fields and 

paid their expenses in Portland, down 
In November even to such details as a free pass on 


Portland taxicabs. But it insisted that 
M ti . 2 ° SIS € . 
Sales eerings anyone who wanted to attend as its 


Amazing New Conven- CONVENTION guest must pay his own way to Port- 
tion Badge that sticks | 


‘ land. 

cm clothi ithout , 

. fon & clothing. Easy BLUE BOOK About 40 consumer magazines, 
Sn siadeiion. business papers and newspapers ac- 
end a Hos, _Ueed, by '| The Buyer's Guide for the Con- cepted the invitation and sent repre- 

Send for vention, Sales Meeting and sentatives. A press reception with 


Exposition Industry. cocktails and dinner Sunday evening 
Prices, Frank D. eoen. ant BILT CORP. ahead of the show gave the Associa- 
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If you're conyening in Miami-Miami Beach 
7 lL nt 


-+-e*FLY- EASTERN AIR LINES 
Seseeeeeeee a8 eas . 


FLY EASTERN and... 


@ gain at least one extra day for fun in the sun, or be back at your 
desk one day earlier. 


@ visit the beautiful islands of the Caribbean. See Puerto Rico, 
Virgin Islands, Nassau, Havana or Mexico after the convention 
... at little extra cost. 

@ take your wife and family along... they'll love it! 


WRITE OR CALL: Convention Manager, Eastern Air Lines, 10 Rockefeller Plaza, 
New York 20, N.Y. or your local Eastern Air Lines office 


ENCE < 


95% OF THE NATION’S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTERN 


mio THE LAND OF SUNSHINE 


»» AT THE NEW HOTEL witHn 


6 
DIFFERENCE! 


it’s a delighttul difference The Balmoral offers — 

a unique combination of casual charm and 
country-club luxury, that insures greater success 
“and enjoyment for any convention or sales meeting! 


SIX ACRES ON THE OCEAN AT 98TH STREET 
IN BAL HARBOUR, MIAMI BEACH, FLORIDA 


11 Meeting Rooms, varied in size, seating 
from 10 theatre-style to 500 banquet-style! 


Numerous Additional committee, board, 
press, exhibit, etc., rooms! 


Garden Banqueting, terrace dining, and 
outdoor barbecues in “The Glen”! 


Three Separate Dining Areas, with prompt 
service to expedite mealtime “treaks.” 
Also three cocktail areas. 


Planned Activities for wives — beach 
parties, wiener roasts, bridge, cabana 
club, etc. 


Six Vast Oceanfront Acres . 
of ocean beach! 


. 2 full blocks 


Olympic-size Swimming Pool, with cabanas 
and lounging patio! 


Embassy Room for Dining. Food for gour- 
mets superbly served! 


Balmoral Club for cocktails—indoor and 
terrace—Entertainment and Dancing. 


Air Conditioning, individually controlled; 
radio; and circulating ice water in all 
262 iuxurious guest rooms. 


Free Publicity Service, by experts in the 
field! 


Get ALL the advantages of The Balmoral’s “different difference” for 
YOUR next meeting! For DETAILED INFORMATION, available 
dates, etc., write to Dick Elterman, Director of Sales Promotion 
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IN 
NEARBY 
PENNSYLVANIA 


COMPLETE 
CONVENTION FACILITIES 
FOR MEDIUM 
AND SMALL MEETINGS 


Scenic, secluded location at the 
“top of the Pocono Mountains”— 
a fine hotel with every provision 
for successful meetings. Full con- 
vention equipment, experienced 
staff, fine accommodations with 
bath, wonderful food and every 
major sport. 


@ THREE MEETING ROOMS — for 
groups of 125, 75,,and 50 persons. 

@ PUBLIC ADDRESS SYSTEM — and 
telephones in each guest room. 

e VISUAL AIDS — bulletins, black- 
boards, slide projectors, motion pic- 
ture projectors. 

@ EXHIBIT AREA — central location 
in lobby. 

@ TRANSPORTATION — near junc- 
tion of Rts. 90 and 611 in the heart 
of the Poconos. Very convenient bus, 
rail, and air services. 

e ONLY 90 MILES FROM NEW 
YORK AND PHILADELPHIA 


For additional information 
and available dates Fall — 
1955, Spring & Fall — 1956 
and 1957, write to 


Edward C. Jenkins, Manager 


"SKYLINE INN 


and Cottages 


Mount Pocono, Pennsylvania 


ADASASADA 


tion a chance to sketch the events in 
advance. A press room was set up to 
serve them and offered detailed news 
releases to aid reporters and editors. 
A commercial photographer covered 
all events, and in addition the As- 
sociation employed two recognized 
architectural photographers for work 
on the 50 golden ideas; these men 
shot in black and white, in color, and 
some 3-D views for use in slides. 

Advertising by allied industries was 
tied in with the Golden Jubilee. 
These ranged from advertise:nents by 
Weyerhauser Timber Co. in a salute 
to the plywood industry to national 
advertising by The Borden Co. and 
Monsanto Chemical Co., two impor- 
tant suppliers of plywood glues. 
Chase National City Bank took 
prominent advertising space for a bow 
to plywood. 


Pleased with results from the 


'Golden Jubilee, one Plywood Assn. 


officer terms it “the biggest, most 


successful thing we have ever done.” 
Plywood people expect to see publicity 
from the 50 golden ideas showing up 
im consumer magazines and news- 
papers (via clip sheets) for more 
than a year. They have enlisted new 
interest in the trade. And they have 
brought into membership of the Ply- 
wood Assn. several producers from 
the 10% who so far have been on 
the outside taking a free ride on in- 
dustry promotion. 

Now steps are being taken to pre- 
sent portions of the exposition of 50 
golden ideas at trade shows, such as 
that of the National Assn. of Home 
Builders at Chicago and next year’s 
meeting of American Institute of 
Architects. 

Cost? Initial budget for the entire 
Jubilee was $250,000. This did not 
take care of everything, the Associa- 
tion reports, but adds: “It came 
awfully close.” 

The End 


Convention Contest: Before, During, After 


A sales promotion campaign con- 
ducted at a convention of top sales 
executives—all specialists—calls for 
your best. American Airlines rose to 
the occasion at the National Sales 
Executives convention this summer 
and produced a unique, well inte- 
grated contest to put across its sales 
message. 

Long before the convention Ameri- 
can obtained a complete list of exhibi- 
tors and registrants at the previous 
year’s convention. List was distri- 
buted to the airline’s local offices in 
time to contact each person. It offered 
the services of American and invited 
them to visit the American Airlines 
exhibit at the convention. 

A message was left at the New 
York hotel of each registrant asking 
him to call a specified telephone 
number. Those who called the num- 
ber were greeted by a taped recording 
to welcome them to New York and 
-he NSE convention. The recording 
‘xplained a contest conducted by 
American at its exhibit and invited 


/them to participate. 


Next step called for six girls from 
American, dressed in western clothes, 
who circulated around the conven- 
‘ion to call attention to American’s 
contest. 


Contestants were invited to guess 
the answer to two que3tions, each 
airned at highlighting American’s 
Mercury Nonstop DC-7 Flagship 
service between New York and Los 
Angeles. First question: “How many 
passengers have used our Mercury 
service?’ Second question: ‘What 
was the average flying time of all 
Mercury Nonstop flights?” 

Winner of the contest was an- 
nounced at the closing banquet. Prize 
was 25 shares of American Airlines 
common stock. 

A short time after returning home 
each contestant received a personal 
follow-up letter from American’s 
local sales representative. Letter 
thanked the contestant for his partici- 
pation, repeated the questions and 
gave the correct answers. It called 
attention to the service available at 
American and offered the assistance 
of the sales representative for any 
future trips. 

Coverage was concentrated by 
limiting the contest to sales executives 
only. American’s first contest, says 
Fred H. McCusker, sales representa- 
tive, “enabled us to reach 600 key 
people in the sales field and tell them 
our story.” 
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PEABODY 
625 ROOMS 


CLARIDGE Bi 
400 ROOMS § 


FOR 
MID-AMERICA 
MEETINGS 


PARKVIEW 
165 ROOMS 


AMBASSADOR 
140 ROOMS 


@ Yes, the location of Memphis truly makes it a wonderful spot for 
conventions. But, it takes more than just a good location to produce 
successful group meetings .... it takes adequate facilities plus consid- 
erable convention “know-how.” That’s why these nine fine Memphis 
hotels with their 2,445 rooms and 111,570 sq. ft. of meeting space, plus 
a sincere desire to give the kind of help and service that “brings you 
back again next year,” further make Memphis a wise choice. Con- 
venient to all is the Municipal Auditorium with its spacious exhibit 
hall, concert hall and Arena which seats 6,000. Add to these features 
the excellent air, rail and highway facilities and Memphis’ world 
famous atmosphere of Southern charm and hospitality and you’ve got 
a combination that simply can’t miss. The right combination for your 
next convention or sales meeting. Send coupon for complete details. 
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CHISCA 
400 ROOMS 


KING COTTON 
200 ROOMS 


GAYOSO 


175 ROOMS 
250 ROOMS 


* WRITE OR USE HANDY COUPON 
FOR DETAILED INFORMATION 


lima Franks, Secy., Memphis Hotel Assn. 
P. O. Box 337, Memphis, Tenn. 


NAME 


ORGANIZATION 


ADDRESS 


CITY. 


CONVENTION CONCOCTION 


Business and pleasure can be mixed 
and still be very palatable. We'll be 


glad to give you our secret recipe. 


on the Boardwalk, Atlantic City, N.J. 
Owned & operated by Leeds & Lippincott Co. for 65 years 
Write for illustrated folder 


EXECUTIVES 
R.W. LEEDS + JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. » E. D. PARRISH 
ELLSWORTH SOOY + DORIS SEARS « |. L. HAVERLY 
LAWRENCE B. RAUGH « GUY E. BROWN 
LEONARD G. RUNDSTROM + JAMES E. KNAUFF 


|W THE MoToR cry 


ENJOY THE FRIENDLY 
ATMOSPHERE OF THE 


DETROIT - LELAND 
HOTEL 


800 OUTSIDE ROOMS 
WITH BATH AND FREE RADIO 
IN 
DOWNTOWN DETROIT 


12 ROOMS ACCOMMODATING 
UP TO 400 FOR MEETINGS 
EXHIBITS AND BANQUETS 
GRENADIER DINING ROOM 

AND LOUNGE BAR 
ALSO COFFEE SHOP 
AIR CONDITIONED 


Teletype DE-1062 
Phone WOcdward 2-2300 
Wm. H. Chalmers, General Manager 


| 
| 


When Meetings Aren't Producing 


Sales managers often tell us that hard-hitting management presentations at their 
sales meetings just aren’t producing the kind of response they'd like to get from 
their salesmen. 

Several of us at Conference Counselors were kicking this problem around and 
Hugh Gyllenhaal, an iate, came up with this cartoon analysis fer your 
consideration. 


RICHARD BECKHARD, Consulting Editor 
Executive Director, Conference Counselor 


Are Your Salesmen Buying ? 


Think of the content of your sales meeting as a product. 
Then evaluate it in terms of your customer-audience. Is it 
salable? You must consider the needs of your salesmen to 
make the "product" satisfy. Here is how you do it. 


When you give ‘em “the pitch” .. . why aren't your men reacting? 


When you plan meetings, the same principles apply as when you sell customers in the 


field: 


You must have a salable “product”. You must find out the needs of your 
customer-audience that the product will help to satisfy. For example, 
when you plan a meeting for your sales force . . . 


First: Look at Your Product 


Is your subject matter well organized? Yes No 

Is your presentation clearly stated ? Yes No 

Are your visual aids legible and understandable? Yes No 
Can your audience hear you? Yes No 


If your answers are “yes”, then your audience’s lack of reaction probably is not a 
reflection on your subject matter or presentation. But, it may concern platform- 
audience relationships. 


Next: Look at Your Audience 
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2. Your audience members may be think- 
ing only in terms of their needs and 
interests. 


1. You may be thinking and talking only 
in terms of your needs and interests. 
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3. But, there is a middle ground of mutual needs and interests. Here there 
can be a mutual exchange of ideas. 


How can you establish such a middle ground of mutual interest? How can you 
broaden it? How can you and your audience work together in this “idea trading area” for 
your mutual benefit? 


Establish a Middle Ground Before the Meeting 


1, Let them know why you want them there, what you expect them to do, 
what ground you want covered. 


2. Find out what they need to get from the meeting, what’s on their minds, 
what their problems are. 


Broaden the Middle Ground Early in the Meeting 


1. Have them write out their questions during your talk—and route to a 
question-sorter who organizes questions so you'll be able to use them to 
enter common area of interest as soon as possible. 

2. Or, if it’s very technical, test the talk on some of them beforehand— 
and rephrase it in their terms to better meet their needs. 
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Sales Managers Acclaim! 


CP ae 
wim 
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Yosemite National Park, California 


Modern comfort and every facility for 
sules and convention meetings amid spec- 
tucular mountain scenery. Centrally lo- 
cated and easy to reach .. . Sleeping 
capacity 200; dining capacity 500, with 
additional sleeping capacity in cottages 
tv accommodate 500. Completely equipped 
meeting rooms. 

For full information and colorful booklet 
write Convention Department, Yosemite Park 
and Curry Co., Yosemite National Park, 
California. 


let us help make your 
next sales meeting 
the best you've ever held! 
WoORLD-RENOWNED 


NORTHERNAIRE 


WEbster 9-7372 
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i * ae i 


THREE LAKES 
WISCONSIN 


Work Together in Middle Ground Throughout Meeting 


1. Select random panel from audience to be “reactors” on the stage who, 
during or after the talk, will translate your points into their terms. 


——_—_— i 
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2. Or, take an issue that’s too “hot” to get reactions easily and stage a 
debate by two audience groups on stage. (Be sure to shift sides so 
nobody gets caught in a controversial role!) 
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ng Space for 2000 
ir Banquet of 1800 


pace for 100 Ext 


*& Twelve Rooms Ranging in Size 
to Accommodate 25 to 200 


*% Free Parkir ig in Hotel Grounds 


* Largest Hotel in Atlanta 


. Lilanta 
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3, Or, carry a travel’ng mike into audience and interview different members 
to get their reactions. They'll usually be typical reactions—a good guide 
to whether you and your audience are on common ground. 


To get your audience interested and reacting 


, you can use many different, 
techniques, and dream up more of your own. 


tested 


How you do it is important—and you may need a little training to perform, so as 
to put them at ease. 

Why you do it is most vital of all. If you're manipulating your mea so that they 
will buy your ideas, that’s a one-way street to trouble. But, if you're looking for ways 
to meet them on common grounds—so that you can understand them and help them 
with their needs as well as yours—that’s different 


. In that case, any of these approaches 
can do you—and them—some real good. 


The End 
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THEME CENTER of Powerama is shown with some of the surrounding exhibit buildings. 
Grandstand for 7,000 (left background} and docks (right background) can be seen. 


Nobody But General Motors 
Could Produce a "Powerama’” 


Just eight months from idea conception to opening: That's 


GM's technicological circus—most ambitious public ex- 
position since New York's World's Fair. Everything from 
elephants to dancing tractors covered the 23 acres. 


General Motors Corp. does not 
use the words loosely when it labels 
its “Powerama” a “world’s fair of 
power.” 

Powerama on Chicago’s lake front, 
Aug. 31-Sept. 25, was as close to a 
world’s fair in appearance and ac 
tivity as you can get—short of the 
real thing. As one observer put it, 
“Nobody but General Motors could 
afford this sort of thing—not even 
Uncle Sam.”’ Guesses around Chicago 
on ultimate for Powerama 
ranged from $7 million to $10 million. 
GM _ spokesmen were mute on the 
subject of dollars and cents. 

Powerama was a big industrial fair 
to mark General Motors’ production 
of its 100-millionth diesel horsepower. 
GM’s eight diesel engine divisions 
jointly sponsored the fair and each 


costs 
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had a huge section to display its 
products, demonstrate its scientific 
advances and dazzle the populace with 
the immensity of equipment. 

Cyrus R. Osborn, GM vice-presi- 
dent in charge of its engine divisions, 
conceived the idea of a fair for the 
public to mark GVM’s diesel progress. 
This was in January of this year. 
For any organization other than GM 
to produce Powerama in eight months 
—from conception of an idea to pro- 
duction — would border on the im- 
possible. GM _ drew from its experi- 
ence with Motorama, annual itinerant 


styling show for its line of cars, to 


But with all its 
into many new 


create Powerama. 
experience, it ran 
problems. 

Chicago was selected for Powerama 
because of its central location and 


| 


Wien. 
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BiSINKLER-TUTWHLER 


For full information address 

Convention Manager, Dinkler Hotels 

The Dinkler Plaza, Atlanta 1, Georgia or call 
Chicage Office: MO 4-5100 

Washington Office: EX 3-6481 © N. Y. Office: MU 6-6990 
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hold your 
next meeting 


DELLS! 


— the most scenic 
spot in all the 
midwest — the 
most complete 
convention hotel 


The finest resort in famous, 
friendly Wisconsin Dells. 
Easily reached from city 
centers yet gives your meeting 
an “away from the rush” 
feeling that gets things done. 
All resort activities and 
sports — all year. Beautiful 
rooms and meeting quarters. 
Excellent food. 


WRITE DEPT. SM 


DELL VIEW HOTEL 
LAKE DELTON, WISCONSIN 


MIAMI BEACH... 


New... Nice 
..-.-and North 


In the exclusive, 
uncrowded North Beach 
section, Brand new and 
beautiful, catering to 
particular people 
looking for the ocean- 
front’s finest in food, 
fun, convenience 
service. Ideal for groups 
to 250. Auditorium seats 
350. Private meeting 
rooms, PA system, all 
convention facilities. 
Air-conditioned 
throughout. Private 
ocean beach, pool, 
cabanas — everything. 
May we give you 
details ? 


HOTEL 
On the Ocean at 
10101 Collins Avenue 
Miami Beach, Florida 


Newly Styled Throughout 
the General 
| Ogtethorpe 


| The new ownership of this fine 
resort has redecorated the entire 
hotel . . . and two-thirds of all 
guest rooms have been air- 
conditioned. 2 air-conditioned 
ballrooms! 18-hole golf course 
on our own grounds, giant out- 
door pool, boating, fishing, 
tennis, dancing. Attractive con- 

' vention rates. Write for color 

© brochure and information. 


23-acre area available on the lake 
front. The site, used for Century of 
Progress in 1933-34, was rented for 
the four-week fair from the Chicago 
Park District with the understanding 
that it would be restored to its origi- 
nal condition. 

T. H. Roberts, manager, GM’s 
Motcrama, was put in charge of 
Powerama, and on July 1, work 
started. On that date, few could have 
been convinced that the show would 
be completed by August 31. This is 
what was on the drawing board: 

1. Lay eight miles of electrical con- 
duit under ground. 

2. Run water lines, telephone lines 
and other utility installations under- 
ground, 


3. Surface the entire exhibit area 
with asphalt. 

4. Lay more than a half mile of 
railroad track and move 7,000 cubic 
yards of earth. 

5. Sink pilings and build docks 100 
ft. and 300 ft. long. 

6. Construct a 7,000-seat grand- 
stand. 

7. Install supports for a 153-ft. oil 
drilling tower. 

8. Erect a bridge 16 ft. wide across 
Lake Shore Drive for fair pedestrian 
traffic. 

All these major construction jobs 
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the tip of 
Long Island ..’. 
tops for conventions 


Montauk Manor 


* NEW YORK’S FINEST 
OCEANSIDE RESORT 


* ONLY 3 HOURS FROM NYC 
RIGHT ON THE ATLANTIC 


125 miles out to sea . . . breeze-cool 
for business, for pleasure. All sports, 
nightly dancing, entertainment. 

200 sea-view rooms. Complete 
convention facilities. Accommodates 
up to 400. 

New Suzf and Cabana Club 

Huge Ocean Beach 

150-ft. Salrwater Pool 

Championship Golf 

Yacht Basin, fishing 

Full information from . 
RICHARD M. TOOHILL, Mar. Dir. 
Montauk Manor, 

Montauk Point, L. 1., N. Y. 

Montauk Point 8-2311 

In N. Y., LO 5-1114 


were in addition to erecting exhibit 
buildings, a 96-ft. theme center, eight 
smaller theme centers, lighting stand- 
ards, a cotton gin, saw mill, steel-wire 
fences and dozens of other installa- 
tions. 

GM couldn’t take possession of the 
grounds until July because of pre- 
vious events including the Barnum & 
Bailey Circus, All-Star Football game 
and Music Festival in adjacent Sol- 
dier Field. Because of the use of the 
area for parking during the latter 
event, GM had to lay and take up 
railroad tracks. Big steel construction 
did not get underway until July 20 
and had just 10 days for installation. 
This meant around the clock work 
with overtime and double time at 
night and over weekends. 


Stage Show 


In addition to exhibit areas for all 
eight divisions, GM offered the public 
tours through its new lightweight 
train, a submarine docked at GM’s 
pier, a tugboat and shrimp boat. An 
hour-long stage show was presented 
four times daily. Traffic to and from 
the musical production was so heavy 
across the steel span over Lake Shore 
Drive that GM had to install a sec- 
ond bridge. Using exact specifications 
of the first span in ordering the sec- 
ond, GM was able to have the new 
bridge in place in about a week after 
the show was opened. 

Powerama was a delight to chil- 
dren. They could operate a diesel loco- 
motive—— jacked up to prevent its 
moving—and could run a huge hoist 
that could lift an eight-ton weight. 
They crawled all over road building 
equipment and giant trucks, and were 
allowed to play with the controls on 
tractors. 

Literature was distributed in: such 
vast amounts that 120 35-foot trailer 
trucks were used to store literature 
and spare parts for operating equip- 
ment. Literature ran into the millions 
and included everything from a two- 
color guide for the fair to a full-color 
comic book on diesel engines. 


High Spot 


High spot of Powerama was its 
show, “More Power to You.” Pro- 
duced and directed by Richard and 
Edith Barstow, it combined a large 
cast of singers and dancers, trick 
horsewomén and their mounts, a 
small herd of elephants and mammoth 
tractors, scrapers and dump trucks. 
The show was built around the per- 
formance and easy handlinz of GM’s 
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AT LAST! A BUILDING EXPRESSLY DESIGNED FOR TRADE SHOWS 


“Pow: Gack 


KRADE SHOW 
BuO irTLYDoDiIN Ge 


EIGHTH AVENUE AT 35th STREET 


4 floors—200 rooms 
1 open floor of 18,000 square feet 
Fully air-conditioned 


Tunnel to Penn Station 
Adequate facilities 


Restaurant & Beverage facilities—room service 
Acoustical ceilings 


5 hi-speed elevators plus heavy duty freight lift 
Modern lighting equipment 


Free tables, shelving, racks 
Spotlights—special peg-board display walls 
No gratuities for service 

Nearly 5,000 hotel rooms adjacent 

Center of Show Area 


Crew of experienced personnel 
8th Avenue, 35th to 36th Streets 
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FOR. Write: Duane W. Carlton, New York Trade Show Building, 
INFORMATION 500 Eighth Avenue, New York 1, N. Y. * LOngacre 5-7800 


THE LARGEST RESORT OF ITS KIND IN THE WORLD! 


20 acres of luxury and tropical beauty from the Atlanti: Ocean to Biscayne Bay 
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Miami Beach's 
complete — = 
CONVENTION CITY ¢ 650 accommodations—hotel and motel rooms, apartments, villas 


e 2 dining rooms — cafeteria — snack bar e Convention hall seating 


: 1000 e 3 swimmin cols « 2 cocktail lounges e Tennis courts, 
John M. Duff, Jr., lind - A. ihe 
ttin 5 A h , shuffi acht anchorage 
General Manager pu g greens, badminton, archery, shuffleboard e g 
and docks e Deep sea fishing fleet 
e FREE PARKING on premises for 800 cars 


19400 COLLINS AVENUE, MIAMI BEACH 41, FLORIDA 
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huge diesel equipment. Big tractors 
performed square dances and the 
mambo. Girls drove some of the huge 
equipment to show how easily these 
big jobs can be handled. 

Proof of the show’s popularity was 
the crowd that gathered to see it. 
Lines formed eight abreast more than 
an hour before each performance and 
snaked around blocks of the fair 
grounds. 

To house the 246 people in the 
show cast, 30 truck trailers were con- 
verted into dressing rooms. These 
trucks had previously been used to 
haul in equipment from Detroit. In 
all, GM’s Powerama required 155 
freight cars and 1,764 truck loads to 


assemble all that 
“world’s fair.” 

Most ambitious event of its kind 
since New York’s World’s Fair, GM 
registered its one-millionth visitor on 
its 12th day. The company expected 
between two and three million to see 
Powerama before it closed. 

You couldn’t buy a thing on GM’s 
colorful fair grounds. Hot-dog stands, 
operated by Consolidated Concessions 
under contract to Chicago’s Park 
District, were outside the gates. 
Crowds were so large, only a fifth of 
the demand could be handled by food 
stands on opening day. On following 
days, more mobile venders were 
brought to the area to feed visitors. 


went into its 


3 
Write for beautiful color brochure 


Director of Sales and Conventions 
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Tropical Island Paradise— 


just 15 minutes from downtown Miami 


Ocean Beach 
2 Golf Course 
Two 


Swimming Pools 
og Tennis Courts 
Ocean Fishing 


NR all and elas 


REY BISCAYNE 


MIAM! 49. FLORIDA 


Cnnouncing THE LARGEST 


CONVENTION CENTER IN CALIFORNIA! 


DOU>HVHS OEE CO” 


Singles from $9 
Doubles from $12 


AVAILABLE Ocroser 1, 1955 


Complete New Facilities for Most Exacting Convention 
Requirements Accommodating up to 2500 Plus all the 
Advantages that make the Ambassador one of the World’s 
Great Hotels. Phone, Wire or Write Today! 


LOS. ANGELES . 
MBASSADOR 2 
7 


Air-Conditioned Rooms «Garden 
Studio Suites + TV in Every Room 
Sun Club & Pool « Airport Busses 


Home of World-Famous P / 
COCOANUT GROVE {4 
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Food was an important item be- 
cause you could spend many hours at 
Powerama. To see everything and 
listen to the talks in various exhibits, 
you would have to spend two days. 

While diesel power embraced the 
theme and purpose of the event, GM’s 
experimental cars particularly were 
popular. The same cars that toured 
with Motorama were on display. 

To operate Powerama, GM used 
1,047 people. Of these 422 were per- 
sonnel from its divisions—public re- 
lations men and engineers—to man 
exhibits and act as demonstrators and 
lecturers. Men were rotated between 
home offices and the fair so that they 
each spent about a week at exhibits. 

Displays, theme centers (one for 
each division) and overall designs 
were created by GM's styling section 
and H. B. Stubbs Co., Detroit. Many 
exhibits were used at previous show- 
ings but all theme displays were new 
as were temporary buildings to house 
exhibits and offices. 

New exhibits were pre-fabricated 
in Detroit and shipped to Chicago. 
Some were so big they had to be 
shipped in pieces and assembled on the 
site, as was Euclid Division’s 50-ton 
dump truck. This truck was converted 
into a swimming pool, complete with 
diving boards, divers and bathing 
beauties. 


The Dennis 


has recently completed an ex- 
teusive construction program 
resulting in an improved hotel 
entrance and Front Office as 
well as a new coffee shop and 
the FJORD ROOM — Allantic 
City’s smartest cocktail bar. 
Dancing and _ entertainment 
nightly. 


We also offer 


- ++ 10 modern meeting 
rooms for 10 to 400 persons 
- « « Atlantic City’s most con- 
venient ocean front location. 
3 minutes from Convention 
Hall. 5 minutes from the rail- 
way station 

. « « 500 immaculate, beauti- 
fully appointed guest rooms, 
many with ocean view. Singles 


from $8; doubles from $11 


For additional infermation write 
John E. Letshman, Director of Sales 


Boardwalk at Michigan Avenue 
ATLANTIC CITY 
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BIG TRUCK serves as swimming pool. 


Out of hundreds of exhibits pro- 
posed by each division, 250 were se- 
lected for Powerama. These included 
“Kitchen of Tomorrow,” a fighter 
plane, gas turbine-powered XP-21 
Firebird car, tanks and guided mis- 
siles. 

“Our aim in the Powerama,” ex- 
plains GM President Harlow H. 
Curtis, “is to unfold the seldom-heard 
but truly exciting story of how rela- 
tive newcomers on the _ industrial 
power scene—diesel and gas turbine 
engines— are giving the nation new 
muscles to build roads, cut its timber, 


MASS otel 
a AGiuaw 


JOSEPH MASSAGLIA, JR., PRESIDENT 


HOTEL MIRAMAR and Bungalows 
SANTA MONICA, California 
California's Worid-famous Resort—250 rooms 


HOTEL SENATOR 
SACRAMENTO, California 
The Capital's Premier Hotel—400 rooms 


HOTEL BOND 
HARTFORD, Connecticut 
Headquarters for Hospitality—400 rooms 


drill its wells, clear and plow its 
fields, propel its ships and aircraft, 
drive its trains and turn the wheels 
of its machines.” 

GM Divisions that participated in 


Powerama included Allison, Buick, - 


Cleveland, Diesel, 
Diesel Equipment, Electro-Motive, 
Euclid, Fabricast, Frigidaire and 
GMC Truck & Coach. 

Ten customer relations men were 
in attendance at Powerama. They 
conducted surveys of various kinds, 
including why, from among 7,000, 
120 people leave the stage show before 


Detroit Diesel, 


it is over. (Answer. They leave to 
beat the crowds and be in the front 
of the line to go through the U. S. 
Navy submarine. ) 

When Powerama closes down after 
its Sept. 25 performance, it has just 
20 days to restore the park property. 
Just how much GM will take away 
it does not know. The Park District, 
for instance, has to decide if it wants 
the steel bridges across the North Lake 
Front Drive to remain and if it 
wants the asphalt laid down by GM 
to stay for better parking for Soldier 


HOTEL SINTON 
CINCINNATI, Ohio 
Hospitality at its Best—700 roorns 


HOTEL RALEIGH 
WASHINGTON, D. C. 
On Famous Pennsylvania Ave.—500 rooms 


HOTEL SHERWYN 
PITTSBURGH, Pennsylvania 
Center of Everything—400 rooms 


HOTEL EL RANCHO & Bungalows 
GALLUP, New Mexico 
World's Largest Ranch House—200 rooms 


PARK LANE HOTEL 
Denver, Colorado 
Overlooking The Rockies — 400 Rooms 
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BISCAYNE 


They'll Like You... because They'll Like the 


Aisits 


Ht 
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Complete Cooperation with Recognized Travel Agents 


Write for Descriptive Folders 
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HOTEL 


@ Across the street from 
Miami's Cenvention Hall, 
Charter Fishing Docks, 
Sightseeing Boats .. . Just 
out of the downtown shopping 
and theater area. 


@ Two and Three Room Suites. 
@ Convention and Banquet 
Halls seating from 10 to 500. 
@ Special Kitchen to Cater 
Banquets. 
@ 100% Air Conditioned and Heated 
A @ Free Parking. 
OQ BISCAYNE 


UU worer 
WARREN C. FREEMAN, General Manager 
340 BISCAYNE BLVD. MIAMI, FLORIDA 


TELEPHONE 9-3792 © CABLE BISTERR © TELETYPE MMS83 © LATIN AMERICAN DEPT., anorés curds 


The 


Impress 
Miami Beach’s NEWEST Luxury Hotel 


Featuring a Convention Ball Room with banquet facilities for over 800 per- 
sons...4 additional Meeting Rooms—Special Display Areas— Penthouses... 


«++ for pleasure: 


Huge salt-water swimming pool... private 
beach... night club... fully equipped Turkish 


Bath ... complete entertainment program. 

++. and for convenience: 
Ideal oceanfront location convenient to golf 
... racing... deep sea fishing ... shopping... 


theatres and ni 
Conditioned wi 


t clubs...Completely Air 
individual thermo control 


in every guest room. 


W rite tor Color F older and Convention Specification Sheet : 
Jack Parker, Managing Divocsor 


DIRECTLY ON THE OCEAN—43rd to 44th Streets— Miami Beach, Florida 


e | | ‘ . 
in the bucinoge 
contor of Ct. Louie 


Otters an excellent 
Variety of rooms for 

E very convention, sales 
Roy. banquet or meeting. 
Newly decorated interiors, 
Qutstanding facilities and 


Really gracious service. 


Cc entrally and convoniently 
L ocated in midtown 

f]200 outside rooms with bath, 
WN o-tir servidor, radio, 21" TV. 
T en to 500 accommodated in 
Ou 15 public meeting rooms. 


WN otity Victor Giles, Dir. Sales 


Hotel Governor Clinton 


7th Avenue & 3ist Street 


A 


New York City 


te Penn Station... 
cent to famous 34th St. 


Shopping Center .. . 1 block 
from Gimbel’s, 2 blocks from 


acy’s. 


MACHINE TOOL SHOW'S biggest equipment was in the Arena (above). 


Four 


other halls in International Amphitheatre were filled to capacity with active exhibits. 


PRODUCTION ENGINEERING SHOW, companion event, was staged on Navy Pier. 


Big, Strict and Busy 


After eight years, Machine Tool Show even taxes facilities 


of enlarged Amphitheatre. Exhibitors’ space requests cut 


18% to fit available areas. Companion Production Engi- 


neering Show makes combined event larger than 1947 show. 


Operating under the strictest rules 
set for any industrial show in Amer- 
ica, Machine Tecol Show drew one of 
the highest attendances ever attracted 
to a non-public exposition. Attendance 
was expected to hit 100,000 for the 
10-day event. 

In addition to the show in Inter- 
national Amphitheatre, sponsored by 
National Machine Tool Builders’ 
Assn., a companion event, Production 
Engineering Show, was staged in Chi- 


cago’s Navy Pier, while a Coliseum 
Machinery Show held forth ‘during 
the same dates, Sept. 6-17. These 
three shows unquestionably made Chi- 
cago the tool center of the world. 
With the expressed purpose of mak- 
ing operating equipment king, Ma- 
chine Tool Show rules prohibited any 
but the barest display material in the 
five halls used in International Am- 
phitheatre for exhibits. What little 
display material was used was limited 
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in WEW VORK it ¢ VEL 


FOR BOOTHS, FURNITURE, DECORATIONS 


New improved ¢ 
aluminum booths 

with blue bengaline 
backgrounds and rail drapes — 
nearly 2,000 units on hand. 


Sturdy plywood backgrounds 
with mahogany-finished 
pilasters and rails. 

1000 units available. 


ASSOCIATIONS 
& SHOW MANAGERS 


are invited 
to write 


for literature. 


38th National Hotel Exposition, Kingsbridge Armory 


New York’s largest and finest stock of equipment, and an 
unexcelled staff of specialists trained to give maximum 
service to every exhibitor. 


“Show set up beautifully and efficiently . . . exhibitors gratified.” 


“Your installation and removal of the show equipment was 
handled with remarkable efficiency.” 


“The most attractive, ingenious and flexible equipment for expo- 
sition purposes. And the quality of your service parallels the 
superiority of your equipment.” 


“Dignified, colorful, high grade im every respect.” 


“Appreciate more than I can tell you your handling of the mil- 
lion and one details that arose in connection with the decorating.” 


“Everyone pleased with the results.” 
“The finest show in over 40 years in this industry.” 


“Your new drape backgrounds made a real hit.” 


Designers and Builders of vispiays AND EXHIBITS 
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96-18 43rd Ave., Corona 68, New York ILlinois 7-2002 


Branch Offices: Atlanta, Syracuse, Cleveland 


to a five-foot height at the back of 
the booth and three-and-a-half-foot 
height within six feet of the aisle. 

No spot nor flood light could be 
used by exhibitors. The show invested 
$50,000 to increase hall lighting to 
30 foot candles of illumination at 
working level. What signs were used 
had to appear on machinery to 
identify them, and these signs were 
limited to a maximum of two feet 
high by two feet wide and could not 
appear more than eight feet high no 
matter how high the equipment on dis- 
play—and some of it towered into 
the air. 


Giveaways had to be approved by 
a committee of exhibitors. The com- 
mittee was not too restrictive, for 
items such as bandanas, shopping bags, 
napkins and fans were distributed. 
Items such as metal canes, bottle 
openers and engraved plaques turned 
out by machinery on the floor were 
given away but needed no special 
dispensation since they were products 
turned out by operating machinery. 

Using 280,000 sq. ft. of exhibit 
space, the Machine Tool Show found 
itself without sufficient storage room 
in the Amphitheatre and had to use 
a parking lot area for crate and supply 


The Sales Incentive Plan of your life! 


litage 


Family Vacation Plan 


You’ve never had the full driving force 
of your sales organization until you 
offer the sales incentive plan which 


as little as 


*59°°; WEEK 


family of 4 


gives winners AND THEIR FAMI- 
LIES a Florida vacation at famous 
Ellinor Village—world’s most famous 


family resort! 


Each Ellinor Village seaside villa is like 
having your own Florida home, com- 
plete with playgrounds, sitter service 

. plus world’s most famous beach, 
18-hole golf, pool, shuffleboard, country 


club privileges. 


Write today for our special low cost 
group rates and other information. 
(Incidentally, we have an ideal setup 
for your sales meetings and conven- 


tions, too!) 


‘“.. and loads more! 


Write to: C. W. DeCoudres, Managing Director 
Ellinor Village, Daytona Beach, Florida 
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storage. Supplies (metals of all types) 
for operating machinery were kept in 
bins on the parking lot. Each night 
metal scraps were removed from the 
show floor and new supplies hauled 
in. 

The job of supply and housekeeping 
kept the huge exposition almost as 
busy at night as during the day. An 
army of some 500 people and 60 fork 
trucks were at work in the evenings 
to clean up and restock exhibits and 
food concessions. 

Expected to be a liability, scrap 
left over from each day’s show turned 
out to be an asset. A metal dealer 
bought up the scrap and the cleanup 
operation was expected to show a 
profit. 

Because of the huge layout of ex- 
hibits, special systems had to be in- 
stituted for this show. Instead of 
chalk lines to indicate booth areas 
during setup, plastic discs and arrows 
were cemented to the floor. Although 
the plastic outlasted chalk lines during 
the many weeks of installation (start- 
ing in June), still many had to be 
replaced seven or eight times. 

Problem of communications before 
and during the show was handled 
through a special intercommunications 
system. Floor managers in each hall 
carried small radio receivers to receive 
messages. To call back, managers car- 
ried telephone hand sets that could be 
plugged into outlets installed through- 
out the Amphitheatre. 

In addition to floor plans produced 
in two colors in the Machine Tool 
Show visitor’s guide, six plastic re- 
productions of the Amphitheatre’s six 
halls were on display at strategic spots 
throughout the show. These minia- 
ture plastic buildings had the names 
of companies pasted on the areas in 
which they exhibited. This three-di- 
mensional floor plan made it ‘easier 
for visitors to get directions and saved 
a good deal of explaining about the 
six-hall layout on two different levels. 

Production Engineering Show at 
Navy Pier, managed by Clapp & 
Poliak, Inc., as was the Machine 
Tool Show, had 65,000 sq. ft. of 
exhibits. A registration badge secured 
at either show (admission, $2), of- 
fered free admission to the other. A 
fleet of 150 buses operated between the 
two shows and the Loop area. In 
addition, a helicopter plied between 
the two shows. This air taxi meant 
more as a publicity peg than as a 
means of transportation because of its 
limited passenger capacity. 

Differences between the two shows 
were generalized thusly: machine 
tools at the Machine Tool Show; 
controls for the tools at the Produc- 
tion Engineering Show. In order to 
exhibit at the Machine Tool Show, 
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companies had tobe members of the 
National Machine Tool Builders’ 
Assn. for at least three years during 
which time they did not exhibit else- 
where. As soon as a company exhibits 
in another show it is no longer eligible 
to exhibit at the Machine Tool Show, 
according to Tell Berna, manager, 
National Machine Tool Builders’ 
Assn. 

With 95 girls at Machine Tool 
registration desks and 40 at Produc- 
tion Engineering registration desks, 
nobody had to wait more than 60 
seconds to get into either show, ac- 
cording to Saul Poliak, president, 
Clapp & Poliak, Inc. Badges were 
validated by IBM equipment to help 
speed the registration operation. Only 
ones to get in free were government 
representatives and the press. 

The combined Machine Tool Show 
and Production Engineering Show 
topped the space used by the former 
show in 1947 when it was staged in 
the old Dodge plant in Chicago and 
used 520,000 sq. ft. of exhibit space— 
as opposed to 660,000 sq. ft. used by 
the combined shows this year. 

With all the space used, there still 
was not enough in the Amphitheatre 
for machine tools. Exhibitors’ requests 
for space had to be cut about 18% 
in order to accommodate eligible com- 
panies. 

To demonstrate machinery perfor- 
mance at the Machine Tool Show, 
exhibitors often worked on actual 
parts. Example: R. K. Leblond Ma- 
chine Tool Co., Cincinnati, per- 
formed an operation on crank shafts 
for Ford Motor Co. After the shafts, 
supplied by Ford, were machined in 
the Lebond booth, they were shipped 
back to Ford. It cost Ford nothing 
and gave the exhibitor an opportunity 
to put one of its machines to a real 
test of efficiency in operation. 

Some exhibitors turned out nails 
and bolts, battery caps and other parts, 
but most produced nothing but scrap 
to show machine in operation. 

Electricity to run the more than 
500 large machines required an in- 
stallation of three big transformers in 
addition to installations—adequate for 
every other show — at the Amphi- 
theatre. 

Tell Berna reports that of the 523 
machine tools on dispiay at this year’s 
show, not one was seen in 1947, He 
expects a similar evolution for the 
machine tools when the next show is 
staged in Amphitheatre. in 1960. 

Already plans are being made for 
the 1960 event. Investigations are be- 
ing made into temporary buildings to 
augment the present space at the Am- 
phitheatre. It was for this year’s show 
that the Amphitheatre was prompted 
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to build its new exhibition wing. 
The Coliseum Machinery Show 
capitalized on the people attracted to 
Chicago for the Machine Tool Show. 
Free buses were operated from the 
Loop for visitors to attend the Colli- 
seum Show. (Buses for the other 
shows charged 50 cents.) Approxi- 
mately 75 exhibitors displayed their 
equipment in the Coliseum. Some, 
such as the foreign manufacturers, 
were ineligible for participation in 
the Machine Tool Show. The Coli- 
seum show served companies who 
could not meet eligibility requirements 
for the Machine Tool or Production 
Engineering Shows for one reason or 
another. The End 


ONLY HOTEL 
IN NEW YORK 


offers all 
these 
features 


Lexington Ave. at 49th St. 


This 37 story, 1200 room sky- 
scraper, in the heart of the 
Grand Central zone, has played 
host to many conventions, large 
and small. The Shelton has 
everything to offer. Numerous 
meeting and banquet rooms ac- 
commodate groups of from 25 
up to 1000. Air conditioned. 
Public address system. 


EXTRA FEATURES INCLUDE FREE 
TELEVISION IN EACH ROOM, A 
7& FOOT OLYMPIC SWIMMING 
POOL, STEAM ROOM, AN OUT- 
DOOR SUN TERRACE AND OTHER 
FEATURES. 


The 
Cavalier 


A RESORT CLUB 


Closed Circuit 
Television and 
New Meeting Rooms 


—recently added to our already ex- 
ceptional convention facilities now 
make The Cavalier an outstandingly 
superior choice for groups from 10 
to 500. All sizes and types of air- 
conditioned accommodations for all 
phases of your group’s activities .. . 
most modern equipment including 
closed circuit television, public ad- 
dress system, IBM rostrum, sound 
movie projector, recording equip- 
ment and portable stage . . . and 
nowhere so diversified recregtional 
facilities. 


No Competition 
For Attention 


And everything to insure a per- 
fect meeting on our 3500 acre 
estate atop the Poconos. Groups 
of 300 will find attractive meeting 
rooms, comfortable accommoda- 
tions, superb bar and banquet 
service, All winter and summer 
sports. Only 100 miles from New 
York or Philadelphia. 


Check With Us! 


POCONO MANOR, PA. 


JOHN M CRANDALL, General Monager 


1677 N. Michigan * Chicago 11, Ill * MOhawk 4-6750 
A Sam Lippert, C tion Sales 


A Great New Place for 
MEETINGS 
in the 


PHILADELPHIA-CAMDEN 


Cog 


N. J, ROUTE 38 AT HADDONFIELD RD. 
HADDONFIELD, N. J. 


Private meeting and banquet 
rooms accommodating up to 500 
103 air-conditioned guest rooms 
Dorothy Draper Decorated 
Outdoor Swimming Pool 
Parking for 500 cars 

Putting Green 

Magnificent Restaurant and Bar 
Private bar adjoining Ballroom 


F. R. Clausen, General Manager 


Midwest ‘\ 
\ 


_--Oakton Manor’ 


Pawaukee Lake, Wisconsin 
Merely 2 hours from Chicago 


Nippersink Manor 


Genoa City, Wisconsin 
Merely | hour from Chicago 


Shinderman Management 
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Employes Respond to 
After-Hours Workshop 


Attendance is optional and sessions are on employes’ time, 
but public relations training program attracts 70% of 
bank's personnel. Informal, open forums surround speakers 


who are public relations experts. Sessions runs two hours. 


BY GRANVILLE S. MORGAN 
Vice-President, The Philadelphia Saving Fund Society 


Mechanization and legal regulation 
have brought many business concerns 
to the point where the only real com- 
petitive feature they have to offer is 
their special kind of service—not what 
they have to sell, but how they sell it. 

At The Philadelphia Saving Fund 
Society we believe that today a savings 
bank’s personality is one of its great- 
est assets. That is why good public 
relations is one of our most important 
objectives. 

Our problem is more than keeping 
the depositor satisfied. "Ve attempt to 
inject a measure of human warmth 
into our streamlined efficiency. We 
want our depositors not only to ap- 
preciate our ultra-modern accomoda- 
tios, but to feel at home with us. 


Requires cooperation 


Accomplishment of these objectives 
requires the cooperation of every one 
of our 600 employes. They have to be 
trained in the art of public relations, 
and consistently refreshed on the sub- 
ject. 

We began a public relations train- 
ing program nine years ago. Origi- 
nally, lectures and discussion sessions 
were conducted after the banking day. 
Attendance was a must. Overtime was 
paid to those who exceeded their nor- 
mal hours. 


Varied routine 


But recently, we have varied the 
routine and broadened the scope with 
an experiment in the workshop idea, 
the first banking institution, we be- 
lieve, to have tried this. 


The workshop was conducted after 
hours, in the bank, but no overtime 
was paid, and attendance was op- 
tional. The idea was offered, not 
pushed. But so public relations-con- 
scious has our personnel become that 
70% gladly took advantage of the 
workshop, and played a lively part 
in the sessions. 


Recruited speakers 


We recruited as speakers for the 
workshop, public relations experts in 
every phase that might apply to bank- 
ing. They came from universities, 
utilities, industry, big and little busi- 
ness, national magazines, public speak- 
ing schools and business associations. 
We even had represeritatives from 
charm schools that are conducted for 
photo and fashion models. 

Speakers outlined the public rela- 
tions problems and sclutions in their 
own fields. PSFS personnel then fired 
questions. Ensuing open forums were 
altogether informal, refreshingly 
frank and, on occasion, highly enter- 
taining. 

Sessions ran from 4 PM to 6 PM. 
Light refreshments were served after- 
ward. Same workshop held on Tues- 
day was repeated on Thursday to 
avoid the necessity of freeing all em- 
ployes from duty at 4 pm on either 
day. On each evening, three sessions 
were conducted simultaneously at 
different locations in the society’s 
main office building, and three more 
followed immediately. Subject matter 
was the same on both evenings, but 
different speakers covered it. Em- 
ployes attended the workshop on only 
one of the evenings. Each employe 
chose two subjects most closely asso- 
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ciated with his work or interests. A private club atmosphere 


The workshop touched upon every 
conceivable public relations slant of for ‘your next 
interest to banking employes, all the 
way from correct posture for feminine 
employes meeting the public, to psy- group meeting! 
chological aspects of handling various 
depositor needs. 

Subject “How to Make Friends of 
Depositors,” for instance, concerned, | 
among other points, basic courtesies, | Dt 
prompt and efficient service, and en- 
couraged taking personal interest in 
depositors’ problems. This session was 
of special interest to tellers, clerks and 
guards. 


This exclusive year round club-resort—high in the Pocono Mountains—offers superior 
accommodations for groups of 20 to 300 persons. Comfort, fine food, efficient, friendly 
service and a pleasant, quiet environment insure successful meetings at this completely 
self-contained club-resort. Special group rates, American Plan, include use of private 
meeting and dining rooms and most sports and entertainment features. Private 
Technical | 5500 acre estate affords excellent sports and recreational facilities all through the 
year, including superb 78-hole golf course. Entire floor of indoor recreational facilities. 
; " Easy to reach by train, plane, car, or bus— 
More technical wee “Collections | only 100 miles (3 hours) from New York 
with a Smile,” which went into Philadelphia 
methods of diplomacy in maintaining we i ; 
good customer relations while collect- Write for Booklet giving complete details. High in the Poconos” 
ing delinquent mortgages. Wm. W. Malleson, Jr., Gen. Mgr. ey 30, Skytop, Penna. 
Other subjects included: “Stream- = 
lined Banking,” on ways of increasing 
employe incentive, initiative and in- in Palm Beach othe 


terest on the job; “Breaking through . ’ 
the Sales Barrier,” techniques in sell- Florida’s La rgest Luxu ry Resort Hotel 


ing accounts, travel checks, money 


orders, foreign drafts and remittances; | PALM z 

“Are Bankers People?” a study of 

community relations for management BEACH HOTEL 
personnel; “A Depositor Looks at 


You,” the candid report of a speaker Private Beach Club, Putting @ 8 meeting ae Sunaes rooms for 
who had gone through the bank, in- Green, Shuffleboard, Tennis, graqyee to 80 _ aes game 
cognito, seeking various services. Olympic Salt Water Pool, Golf. . oan nenmnenn meeting rooms. 
‘ 3 . R e Dining under the stars. 
‘ pvr, agg —— introduc ed Private Yacht Basin, Air Con- » Public miinichs tain, tases. 
cae ag 8 and acted as moderators ditioned Cocktail Lounges and e Garage under hotel. 
in ny sess pl that ed NEW Dining Room Seating AAA covieall 
great deal of organizational effort 00. Excellent Food. . 
went into. the workshop. Was it - 2 Open December through April 


worthwhile ? Cabana Terrace fer dining and 
dancing. Entertainment nightly 
in the NEW FLORIDA ROOM. 
May Repeat 
James J. Farrell L. E. Ames 
Managing Director Sales Director 
Answering that question, R. Stew- Poles Beach 2-1781 
art Rauch, Jr., PSFS president, says: Plaza 9-7250 in New York City 
“We conceived the project as‘a one- 
time all-out method of public relations 
indoctrination. Interest was so high, 
however, and so many enthusiastic 


unsolicited suggestions have been made THE ONE HOTEL. IN PHILADELPHIA DESIGNED FOR YOUR MEETINGS 


by employes for repeating it, that we Central Location—nearest to theatres, clubs, shops 
may have to. Alr-conditioned meeting rooms — 10 modern rooms accommodating from 


“I believe that we can heartily rec- Audio end viens cquipment—there selling elds crallchle for peer mesting 
ommend the workshop method of Ampic parking facilities—adjacent garage for 600 automobiles 
public relations indoctrination to bank Superior jh beverage—served in air-conditioned comfort—for dining 
management where the personnel is PLUS 2.Newly Renovated, Air-Conditioned 
already thoroughly grounded in the Ballrooms Accommodating 500 persons. 
basic concepts. It helps greatly, of | 
course, to get speakers, as we were | HOTEL 
fortunate to get, who not only know 


« 
their subject but are excited by it and & i Vania 


can dramatize it in plain talk. Then, 
plan the schedule carefully, and time BROAD and LOCUST STS. PHILA. 7, PA.  PEnnypacker 5-7200 
it precisely. The End William H. Harned, Gen. Mgr.; Louis J, Slattery, Sales Mgr. Teletype PH-95 
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FACTS ABOUT PUERTO RICO FOR | 


CONVENTION MANAGERS 


Today, more and more conventions, 
sales meetings and post-convention 
tours are being planned for Puerto 
Rico, especially by medium-sized 
organizations. Here are some of the 
reasons why they choose this island 
at the gateway to the Caribbean. 


Magnificent Recreation. You'll en- 
joy superb swimming and deep sea 
fishing in the Caribbean. Golf at 
Morro Castle. Casinos to rival Monte 
Carlo. Smart night clubs. And the 
weather? Puerto Rico’s temperatures 
stay in the sunny 70’s all year ’round. 


Ample Hotel and Meeting Facilities. 
You'll find modern, air-conditioned 
hotels in San Juan with plenty of 
meeting rooms and capable staffs 
eager to anticipate your needs. Ex- 
hibit space is available. 


Easy to Get to. Puerto Rico is only 
5% hours by air from New York and 
less than 4 hours from Miami. There 
is no red tape to tie up your travel 
there. No passports or foreign cur- 
rency are needed. 


For complete details, write: Box SM-1, 
Economic Development Administra- 
tion, Division of Tourism, Common- 
wealth of Puerto Rico, 579 Fifth Ave., 
) ee oe Me eg 


The ‘New as New” 


Hotel 


WM. PENN 


Groups up to 3,000! 


et Me ics 
ee Be 


BELTONE HIGHLIGHTS [5th anniversary with crystal ball reading by L. H. Parker, 
sales director. Meeting kicked off campaign to sell quality via new training program. 


Training Sessions Tackle 
m | Buyer-Resistance Problem 


Six distributor meetings develop into more than 60 local 
conferences as Beltone creates two-day sessions to sell qual- 
ity. Regional sales directors determine main subjects, ques- 
tionnaires discover what topics distributors want covered. 


Beltone Hearing Aid Co., because 
of the nature of its product, found one 
major problem confronting its sales 
force. The puzzler is now being used 
as the basis of successful sales and 
training conferences for the Chicago 
manufacturer. 

Problem: “How can we stimulate 
sufficient buyer interest in quality of 
the product and overcome instinctive 
resistance to wearing a hearing aid?” 

The answer is supplied by people 
who attend these conferences. They 
exchange ideas, experiences and sug- 
gestions. 

To plan these conferences, regional 
sales directors—at a regular quarterly 
meeting—agreed upon subject mat- 
ter. The company then called in 
Kling Studios, Chicago, to discuss 
presentation techniques with top Bel- 


tone officers and distributors in vari- 
ous sections of the country. Out of 
these conferences a questionnaire was 
prepared by Kling and was dispatched 
to all distributors (some 250). 

Questionnaires listed the purpose 
of the forthcoming sessions: ‘“Pre- 
sentation of features of Beltone Hear- 
ing Aid, construction and operation of 
hearing aids, benefits of Beltone to 
users, comparison between Beltone 
and competition, and how to sell up 
from low-price competition.” After 
the general purpose was stated, dis- 
tributors were asked for opinions and 
ideas to cover these points: 

1. “I’d like to see these additional 
topics covered.” 

2. “Here are some special problems 
I’d like to have discussed at the con- 
ferences.” 


SM/OCTOBER |, 1955 


3. “Of the above topics, I think the 
following should have most emphasis.” 

As a result of planning sessions 
and questionnaires, Kling prepared 
flip charts to be used by discussion 
moderators and a basic meeting guide 
to provide a general plan for con- 
ducting conferences. 


Basic Props 


Basic props and materials are trans- 
ported in specially built wooden crates 
and shipped air freight or carried as 
excess baggage to meetings. These 
props include flip charts (large and 
small), banners, film, costumes, script 
for anniversary ceremony, audiometer 
and audio-selectometer (used to test 
adaptability of a prospective client to 
a hearing aid), an elephant bell to 
call classes together, tuning fork, 
easel, candles, room marker and 
placards. ° 

Note pads, identification tags and 
minor incidentals are expendable and 
usually are left behind at sessions. 
Much of this material and printed 
literature is shipped to each meeting 
from the home office. Other props— 
blackboard and movie projectore— 
are rented locally. 

Site arrangements for all six meet- 
ings were handled by Leonard Hicks, 
Jr., and Associations, hotel repre- 
sentatives, Chicago. They were given 
the problem of securing hotel accom- 
modations with necessary meeting- 
room facilities. 


Pay Expenses 


All expenses for meetings are borne 
by Beltone, including two luncheons 
for the entire group. Many distribu- 
tors absorb expenses for their sales- 
men-consultants. 

In advance of meetings, Beltone 
issues a series of eight bulletins to 
build up enthusiasm for the proposed 
sessions. The letters WAWF are 
used as a curiosity theme. After much 
guessing and joking, WAWF is re- 
vealed at the final session as ‘““What 
a Wonderful Future.” 

Here’s how the meetings work: 
At a recent series of two-day meetings 
in San Francisco, Chicago, New 
York, Atlanta, Dallas and Cleveland, 
hosts were regional directors in each 
territory. Attendance averaged 100 
distributors and sales consultants at 
each conference. 

These educational workshops cov- 
ered two broad areas: 

1. Sales: “How to Open; How to 
Close; Prospecting; Follow-up.” 

2. Technical: ‘‘Proper Fitting; 
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of Diatinetion Ey 


IN THE HOTEL WORLD cone ane 


CLFARWATER, 


Let the staff at any JACK CAR hotel help you blend 
pleasure with business to make your convention a real success. 


THE ULTIMATE IN LEISURELY LIVING 
B FRANCIS MARION 


JACK TAR 
GALVESTON, TEXAS 


To HAVANA by SEA 


va %FLORIDA 


Highlight your Cuba meeting with a delightful overnight cruise on the popular 
500-passenger S/S. Florida—sailing Mondays and Fridays from Miami. This romantic 
foreign voyage also makes a wonderful extension to Miami-Miami Beach conventions. 
Round trip fare includes four meals in air-conditioned dining salon, all outside state- 
rooms, dancing and entertainment . . . $36 up plus tax. 


a For descriptive folders and full information, write: 


STEAMSHIP CO. THE PENINSULAR & OCCIDENTAL STEAMSHIP CO. 
P. O. Box 1349, Miami 8, Fia. 


melback Inn 


One of the world’s Great Vacation Resorts 


eee mee, PHOENIX, ARIZONA 


GOLF AT ADJOINING PARADISE VALLEY CLUB 
NEW CONVENTION ROOM FOR GROUPS 
A few of the organizations that have met at 
Camelback recently: 
A.B. Dick & Company Ethicon Company eth Aas'e Retail Grocers 


Gen. Petroleum Co. Simpson Li g Co. estern Governors’ Co’ 
Gen. Motors Executives Pacitic Fire Bacuriiers a Coach Corp. 


@ Complete facilities adapta 
any type of function 
@ Personalized attention to 
detail 


every 
@ Convenient to railroad terminals 
@ Located in the center of 
downtown Chicago 
@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 
WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


planning your 


Split Rock Lodge and Club has year-round 
facilities to make business a pleasure. At 
2000 feet elevation, within easy reach of 
New York or Philadelphia, are newly en- 
larged conference rooms, spacious cottages 

guest rooms, unexcelled service, bar 
and cocktail lounge, fine food. 


For our convention folder and complete 
information write to William D. Herrmann, 
General Manager, Split Rock Lodge and 
Club, White Haven, R. D., Pa. Telephone 
White Haven 4561. 


On Lake Harmony in the Poconos 


Electronics; Physiology of the Ear; 
Techniques for Testing; Patterns of 
Sound; Tolerance for Sound and 
Related Subjects.” 

Where do you start looking for a 
prospective hearing aid buyer? What 
are the advantages in the latest elec- 
tronic developments brought in by the 
transistor? How do you get a client 
to listen to the sales story? What do 
you say to the client who doesn’t want 
anyone to know he’s hard of hearing? 


Moderated by Expert 


r . 
These were some of the questions | 


the conference discussed and answered 
during informal discussions. Each of 
the sessions, moderated by a technical 
expert using flip charts, were on a 


give and take basis with the audience | 
and 


sharing 
ideas. 
Each member of 
“faculty” 
assembly to explain in a broad sense 
the subjects to be dealt with in detail 
during the informal workshops. 


experiences, opinions 


the 


traveling 


At the general session, Beltone Ex- | 
ecutive Vice-President David H. Bar- | 
now noted that selling a hearing aid | 


is a dual sale. “Once a hard of hearing 


person recognizes his loss and realizes | 


an aid can help him, he faces a per- 
sonal battle with his vanity. His desire 
to hear must be intensified so it is 
greater that his feeling of self-con- 
ciousness. After this ‘psychological 
sale, ~the product sale can be 
broached.” 

Maurice H. Bronner, executive 
vice-president, Olian & Bronner ad- 
vertising agency, outlined Beltone’s 
$1.25-million advertising program and 
added that the best sale is a referral 
from a satisfied user. 

Latest advances in electronic en- 
gineering and how they contribute to 
better hearing aids were explained by 
Louis McNabb, director of research 
and engineering. “With today’s su- 
perior equipment to sell, I’d like to 
be a salesman,” he told the group. 


Met New People 


“Students,” divided into groups, 
were assigned to a schedule of classes. 
Groupings were shuffled so that stu- 
dents attended all five sessions yet 
met new people in-each class. Topics 
covered by informal sessions were: 
“Product and Fitting,” ‘Prospecting 
and Follow-up,” “Opening the Sale,” 
“Closing the Sale,” and “Techniques 
for Making Ear Mold Impressions.” 

Conferences on opening and closing 


sales were led by L. H. Parker. Bel- 


spoke at an opening general | 


ON THE GULF COAST... 


Beccotic, 


for your next 


SALES MEETING 


A luxurious air-conditioned re- 
sort hotel specializing in conven- 
tions . . . finest meeting and 
banquet room in the south seat- 
ing 1500... experienced con- 
vention staff trained to handle 
a “package” convention for you. 
Conveniently located between 
New Orleans and Mobile. Write 
us for more detailed information. 


Jimmle Love, Gen. Mgr. 


Sau itr 


OVERLOOKING THE GULF OF MEXICO 


The 8 New" 


STANLEY RESORT 
ESTES PARK, COLORADO 
CONVENTION FACILITIES 


Casino Auditorium: 42 x 66 i balcony and 
theatrical stage, 15 Z 24. 

Maxwell Room: x 80. Ganquet and dining 
facilities for 450. Pa system, stage, service bar. 


OTHER SPECIAL ROOMS INCLUDE 
Music Room: @ x 4. Seats 1/40. 


x 2. 


“Extras” Included in American Pian 
Square dancing . . aj wa dinners . . 
ladles tendboons pa ome i aco 


ghtly entertainment. by PES S. - + « admis- 
slon to world f ‘ o—e 


lamous Lariat Lounge . 
horseshoes . putting tenn 
children's pl Playground with canarshinn - . «+ Bing 
. bingo . . . card games 
. fashion shows. 


Horseback riding, tours of National Park, golf, 
boating and fishing available at reasonable rates. 


George Stobie, Mgr., Phone 23 
Teletype No. ESPK + 685 
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tone field director, and regional di- 
rectors in the area. Both sessions were 
built around acting situations. Cue 
cards were distributed to members of 
the audience, half of which acted as 
prospects and the other half as sales 
consultants. 


Films for Pace 


Sales and technical films were used 
to break the pace of the general ses- 
sions. At the opening day luncheon, 
“Loyal Service Awards” were pre- 
sented to top sales people. 

Some 60 similar meetings have 
been conducted—some are still going 
on — by regional sales directors in 
their respective territories as a fol- 
low-up to the original sessions. Intra- 
regional meetings cover the same 
ground as original conferences but 
with greater intensity since many par- 
ticipants have less experience in the 
field. 

Each regional director has copies 
of the same material used in the 
original meetings including flip charts, 
printed matter and film. These ses- 
sions now are a major part of a re- 
gional sales director’s work. 


Dates & Places 
For Sales Confabs 


Regional sales conference, clinics 
and rallies under the spensorship of 
the National Sales Executives, 136 E. 
57th St., New York 22, N. Y. 


OCTOBER 


Fort Worth, Sales Rally 
New York City, Sales Clinic 
Hartford, Sales Clinic 
Reading, Sales Clinic 
Madison, Sales Rally 

Des Moines, Sales Rally 


Rochester, Sales Conference/Rally 


NOVEMBER 


23 Los Angeles, Sales Management 


Conference 


Skylounge 
Conference Room 

* Directors’ Room 
Committee Rooms 

* Clubhouse for parties, 
meetings, banquets 
Year ‘round golf on 
championship course 
Fishing Lodge and 
deep-sea cruisers 
Swimming Pool and 
White sand beach 


A 350-acre private estate with luxurious accommodations and a variety of outdoor activities at any 
season. Excellent cuisine. Facilities available for sales executive group meetings the year 
around, except March and April. Limousine service to airports and railroad stations. 


Maximum 125 persons (75 double rooms) 


James C, Corrigan, Resident Manager 


GRAND HOTEL, 


Harry A. Peters, Jr., Vice President and Manager 
Point Clear, Alabama 


~ 


The Picturesque Alpine Inn 
in the Wonderland of the 
Laurentian Mountains offers 
the Finest Facilities for your 
Meeting and Convention. 


For information and _ reservation, se 


THE ALPINE INN, Ste. Marguerite Station, 
Que., CANADA. 


New York Representative: William P. Wolfe 
Organization, 500 Fifth Avenue, Tel. LOngacre 
5-1114. 


The Finest Canadian 
Year-Round Resort 


THE ALPINE INN 


and COTTAGES 
A Cardy Hotel 


52 MILES NORTH OF MONTREAL 


I—Accommodation for 200 quests. 

2—Food in the best tradition of the French 
Cuisine with a choice of Vintage Wines to 
enhance your meal. 

3—A variety of entertainments such as: 9% 
Hole Golf Course, Swimming Pool, Tennis 
Court, Ski-Tows, Ski School, Horse Shows, 
Aquacades, Fashion Shows by Montreal 
leading Department Stores, Masquerades 
etc. 

4—Comfortable Lounges with open Stone 
Fireplaces and Mount Baldy Room with Its 
popular Alpine Style Bar. 

5—A Spacious Dining Room overlooking the 
North River. 

6—Private Room for Meetings. 

7—Dow-Jones Tape Ticker, for the convenience 
of our quests. 


PARLIAMENTARY SLIDE RULE— 


settles questions of parliamentary procedure for 
committees and meetings operating under 
standard rules of order. This vinyl plastic slide 
rule provides immediate answers to eight basic 
questions on the 36 most common motions. 
Based on Robert's Rules of Order Revised. 
Excellent for gift. $3 postpaid. PAN-L-VIEW, 
708 Church Street, Evanston, Illinois. 


For Your SALES MEETING .. . from 10 to 1,000 


Largest Hotel between N. Y. & Buffalo 
Audio-Visual equipment 
Closed-circuit television 

7 parking areas within a block 
Minutes from N. Y. State thruway 


hotel 


JAMES F. GILDAY, EXEC, VICE-PRES. 


yracuse 


SYRACUSE, NEW YORK 
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Hotel A 
Agency: The Jordan Co. 
Transit 


Agency: Caldwell, Larkin & Ce, ls 
The Ahwahnee (Yosemite National Park, 
Hotel Aigiers 

Agency: Harris & Whitebrook 
Allied Van Lines, Inc 

Th McCann-Erickson, 


inn, bec) 
esodie oe OR a 


Agency: Goodman- asencs Advertising 
rican Airlines, Inc. 

Agency: Lennen & Newell, inc. 
American Decorating Co. 
American Neckwear . Co. 

Agency: Food Research : Advertising - 

itmore 1 nix) 

Agency: Arthur Meyerhoff & Co. 

Atlanta Biltmore Hotel (Atlanta) 
Agency: Harvey-Massengale Company, Inc. 


Government Development Board 

Agency: Grant Advertising Inc. 
or Hotel (Dallas) 

Agency: Alert Advertising, Inc. 

| ‘bour 


| 

Balmoral Hotel (Miami Beac 
Agency: Harris & Whitebrook 

Belleview Biltmore Hote! (Belleair, Fia.) 
Agency, Koehi, Landis & Landan, Inc. 

The Bellevue-Stratford (Philadelphia)... . 
Agency: Arndt, Preston, Chapin, Lamb & 

Keen, Inc. 

Belmont Plaza Hotel (New York) 
Agency: Koeh!, Landis & Landan, Inc. 
harles Beseler Co. 

Agency: Dale & Finkels, Inc. 

Biscayne Terrace Hotel (Miami) 
Agency: Hoite Agey Agency 

See Air Hotel (Augusta) 

wa cy: re Landis & Landan, Inc. 
Brig! Lodge (Grand Canyon, 


— “ft w. ‘Show Advertising 
h Colonial Hotel (Nassau) 
Agency: Robert L. Hance Advertising 
n Hotel (Louisville) 
Agency: Doe-Anderson Advertising 
Buena Vista Hote! (Biloxi, Miss.) 


Camelback Inn (Phoenix) 
Agency: Swafford & Company 
Capex ec Inc. 
Agency: The Vanden Company 
Cavalier (Virginia Beach) 
Agency: Laura Lambe Advertising 
Celiomatic 


Aaency: Harold A Jacobs 
halfonte-ri Hall iAttanite City) . 
Agency: Gray & Rogers Advert'sing Agency 
au Frontenac (Quebec 
Agency: Kenyon & Eckhardt. Inc. 
Cherry Hill inn (Haddonfield, N. J.) ... 
Agency: Koeh!. Landis & Landan, Inc. 
Claridge Hotel (Atlantic City) 
Agency: Dorland Advertising Agency 
Commercial tne wl Equipment 
Compeco C 
Agency: Irving J. Reunsblosen Advertis 
Agency 


Daytona Beach Convention Burecu 
Agency: Charles Corsi Advertisin 
Hotel dei Coronado (Coronado, Cal.) 
Agency: Swafford & Company 
Dell View Hote! (Lake . 
Agency: Arthur Towell, Inc. 
ita C Airtines 


Detroit-Leland 
Dilido Hotel (Miami Beach) .. aie 

Agency: Advertising Trade Services, Inc. 
Dinkler Hote 

Agency: Koehl, Landis & Landan, Inc 
Drake Hotel (Chicago) 

Agency: Grant se 

e Hotel (Philadelphi: 
Agency: Koehl, Landis & Landan, Inc 


Agency: Charles c Rumril! Co. 
m Roc Hotel ( Beach) 

Agenc rete 5 Rete Me 

Edgewater Gu 1 (Edgewater Park, 


Eitinee \ Davtona 
Aqency: Gordon Best Agency 
Rancho i (Sacramento, Cal.) .... 
El Tovar Hotel (Grand Canyon, Ariz.)... 

Agency: John W. Shaw Advertising 
Emerald Beach Hotel (Nassau) 

Agency: The Jordan Company 
Empress Hotel h 

Agency: Roland-Bodee & Flint Advertising 


i (Miami Beach) .... 
Agency: apete . bnegaaaiinces 


(Texas 
Agency: Alert A Advertising. Agency 


104 


INDEX TO ADVERTISERS 


Gina 6 0 cc cutee sedan éoes 
Agency: Walker & Saphan’ 

Exhibits & Di: 
Agency: Perrin-Paus 
neral lethorpe 


Gibralter e 7 
Agency: Ruder & Finn Associates 
Hotel (Miami Beach) .. 
Agency: Roland-Bodee & Flint Advertising 
The Hotel Governor ; i ont York) 
Agency: Koehl, Landis & Landan, Inc. 
Grand Hotel (Point Clear, Ale.) p 


hake Moers Timbes Advertising enc 
ayo (White Sulphur or Springs 


w. 
Agency: Rober ae va Inc. 
singer, N. Y.) 
Agency: Blackstone Advertising, Inc 


24A 


1% 
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Jam Handy Organization . 

Agency: Campbell-Ewald Company 
The Harwald Company . 

High Pols eet Llewellyn, inc. 


Agency: "Koehl, Landis & Landan, Inc. 
a ( 


ency: Koehl, Landis & aes Inc. 
Hollywood Beach Hotel (Hollywood, Fle.) 
~~ Harris & Whitebroct 
Holiywood ent ker Hotel (Holly- 
wood, 
cv: © nw Arderson Advertising 
Hollywood Roosevelt Hotel (Hollywood, 


The | on SRE (Hot Springs, Va.) 
Agency: Edward Howard & Company 


ivel 
Agency: The Wexton Company 


Jack-Bilt Corporation 
Jack Tar Hotels . 
Aaency: Griffin Advertisin 
Jefferson Hotel (Atlantic é 
Jung Hotel (New 
Agency: Alert Advertising Agency 


Kenmore (Boston 
Kentucky Hotel (Louisville) .... 
Agency: Doe-Anderson Advertising Agency 
Key Biscayne Hotel & Villas (Miami 
Agency: Bishopric Green & Associates 


La Fonda Hote! (Santa Fe, N. M.) 
Agency: dome W. Shaw Advertising Agency 
Howard 


LaSalle Hotel (Chicago) 
Agency: Ross Llewellyn, Inc. 


ecas Convention Burea 
Lennox Hotel (St. Louis) 
Agency: H. Georae Bloch Advertising 
Beac*’ Corventicn and Visitors Bureau 
Agency: Patch & Curtis Advertising Agency 


Manpower. 
Agency: 


Massoalia Hotels 

Mayfair Hates (St. Louis) 
Aaency: H. George Bloch Advertising 
Ibert 


Memphis Hotel Association 
Aaency: Cole & Company 
mon 


h 

Agency: August Dorr Advertising, Inc 

iramer Hotel (Santa Barbora, Cal.) ... 

Aaency: The Kemble Company 
Mississippi Gulf Coast 

Agency: Dixie Advertisers 

ke . (Montauk, L. 

Acency: Wendell P. Colton Co. 

Mont Tremblont Lodge (Mont Tremblont, 


Agency: Arndt Preston, Chapin 
Lamb & Keen, Inc. 
Hotel Morrison (Chic 
Aaency: Patton, Semette *s Sullivan, Inc. 
Ira Mosher Associates 
Mount Soper Hotei (Bretton Woods, 


Agency: "The Goulston Company, Inc. 


National 
Agency: 
jational | 


Hotel N 

y vor " Mendham & nes, Jeger 
ew York a. 

ome 

Hotel N 

Agency: oer 0s & Ryan, Inc. 
N ink Manor (Genoa City, Wis.) ... 

ency: Sales-Aide Service 

North American Van Lines .. 

Agency: Applegate Advertising Agency 


Agency: Net Advertising A ency | 
New York) 


7% 
13 
31 
49 


32 


62 
70 


33 


52 
95 


82 


32 
77 


52 
71 


92 


69 
42 
58 
94 
79 


81 


93 
94 


34 
70 


34 


Northernaire (Three Lakes, Wis.) 


Agency: Arthur Towell, inc. 
Northwest Airlines, Inc 


Agency: Cunningham & Walsh, Inc. 


Ohio Flock-Cote Company 
Agency: Baisch ton na Agency 
Okiahoma City Chamber Comme 
Agency: J. Stewart _ Advertising 
Oravisual Company, inc. ....-----+++ 


Palm Beach Biltmore Hotel (Palm Beach) 
Agency: Bevis & Tyler, Inc. 

Pan-L-View Slide Rule . 

Parisian ay Bom sony 42 
A + Pet 
PR ee eterson 101 


Agency: Bishopric Green & , ore Par 
Phoenix Chamber of Commerce 
Agency: Jennings & Thompson, Inc. 
Pocono Pocone : ) 

Agency: Arndt, Preston, Chapin, 
amb & Keen, Inc. 
Princeton Inn, (Princeton, N. J.) 
Aeeots, Nese 5S & ng Inc. 


Agency: Ogilvy, Benson & } & Mather, ‘Yne. 


Radio Corporation of America 
Agency: Al Pau! Lefton Co., Inc 

Railway Express Aqouey 
Aaency: Benton & Bowles, Inc. 
eno ese al 


Agency: Sates». Advertis: n 
ariton Hotel (Atlantic City! 
Agency: Abner J. Gelula & Associates 


St. Clair aeet (Chicago) 
Sans Souci Hotel (Miami Beach) 
Aaency: E, M. re eistels Advertising Management 
lotel (Miami Beach) 67 
. M, Eisfeld at ato = 


Seuch) 
aency Eisfeld Apenraion Management 
Seville Hotel 1 (Miami Beach) .. 67, 77 
Agency: Harris & Whitebrook 
Hotel Shelton (New York) 
Agency: John McLane 
She ion of America 18, 
Agency: Batten, Barton, gen & Osborn, Inc. 
Hotel Sherman (Chicago) 
Agency: Kastor, Farrel 
Shoreham (W ington, a 
The Skyline Inn (Mt. Pocono, Pa. 
Agency: SoCs Mears se = = 


snes ‘aoc ration Chapin, 
amb & 
~ . Pree 


Soreno Hotel (S#. Pete 
Agency: Griffith Renee, “inc. 
Southwest Hotels, 


Aaenzy: Tre Albert J a Barnes Company ae 
Rock Lodge & Club (White Haven, 
Agency: Ted Beraer “Associates. : 
ley Hotel (Estes Park, Colo.) ... 
Agency: irving J. Rosenbloom Advertising 


Shere i Company 
“Wnlontown, Pa.) .......- 
Agency: Irving J. Rosenbloom Advertising 


Sun Valley ...... sees 
Aaency: The sie Caples “Company 

Sylvania Hotel (Philadelphi 

Hotel eee (Syracuse 
Agency: Spitz Advertising Agency 


Tisch Hotels 
Agency: Koehl, Landis & Landan, ‘Inc. 
Trans Canada A 
Agency: cotta. g Ae & Co. Ltd. 
Trans World Airlines 
Agency: Batten, Barton, Durstine & Osborn, Inc. 


United Air Apes, 8 nc. 5 
Aaency: N. Ayer & Son, Inc. 

U. S. Hotel iL. (West Point, N. Y.) 60 
Agency: Needham & Grohmann, Inc. 


wee A. Ae Hotel (St. Thomas, Virgin 
Pa... Koehi, “Landis & Landan, Inc. 


Warwick 3 (Philadelphia) 
Agency: J. R. Flanagan Advertising 
estern s 
Agency: Buchanan & Co. 
Western Hote 


Phen Botsford, Comtontine & Gardner 
o otel Westw Raver ow Coonden OR: 
mA: vertisin unselors of Arizona 
The Wigwam (Litchheld Pork, Aria) 
Be Re sealers & Company 
Willard Hotel (Washi » BD. C.). 
nqente: ‘rein 4. Rosenbloom ‘Advertising 


Age 
William Penn Hotel ( 
Agency: Harry Atkinson, Inc. 
L) Inn & Lodge ( 


Agency: Needham & Grohmann, Inc. 
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HUGHES PRINTING CO. 
EAST STROUDSBURG, PA. 


a comp.ete DISPLAY MOVING cycue: 


SHIP YOUR DISPLAY 
THIS MODERN WAY 


@ Experienced Supervision 
@ Door-to-Door Service 
@ Minimum Crating 


@ Releases Your Personnel for 
Sales Work. 


Get this FREE Display Brochure! ~ 


\ . \ 
\c WY 


@ If you have a display on tour, or just exhibit at an oc- 
casional show, take advantage of North American’s ‘Com- 
plete Cycle’ service. Door-to-door in the same padded van 
eliminates drayage and minimizes costly crating. Depart- 
mentalized supervision by NAV L’s experienced display men 
releases your own personnel for sales work — saves you time, 
reduces over-all show costs. And NAVL agents offer clean, 
modern storage for any period of time. 


| Call Your Local NAVL Agent, or write— 


“North American Van Lines, Inc. 


DISPLAY AND EXHIBIT DEPARTMENT 


Fort Wayne I, Indiana 


NOW SERVING THE UNITED STATES, ALASKA, CANADA AND HAWAIIAN ISLANDS 


Convention Plans 

Motion Pictures : 

Meetings Packages wwf 
Television Commercials 


Demonstration Devices ® r | 

Screen Advertising 

o an i$ 
Animated Cartoons eee 


Training Manuals 


Slidefilms YOURS TO COMMAND 


Pictorial Booklets 


Transparencies . 
Slides Whether you plan a two-man meeting over a desk, a star-spangled full- 


Film Distribution dress convention, a sales meeting, a motion picture, or a television 
Turnover Charts commercial—Jam Handy has all the skills and specialized experience 
Meeting Guides to help do the whole job for you. Jam Handy starts with the results you 
Tape Recordings want, and builds a carefully integrated program tailored to your budget. 


Disc Recordings Every meeting is designed to catch eyes, hold attention, stimulate thought, 
Promotion Pieces and provoke action. 


Poster Charts 
Banners And every detail, from plans to finished materials, can be handled for 
Training Devices you with the convenience of Jam Handy One-Stop Service economy. 


Quiz Materials That’s where you save time, talk, worry, money and effort. 
Speech Coaching 


Pageants Next time you plan a presentation to sell ideas, or to move merchandise, 
Stage Presentations call or write the Jam Handy One-Stop Service office nearest you. Let 
Portable Stagettes us show you how we can help you. 

Meeting Equipment 
Projection Service 

Film Productions in Color 


oat 7c JAM HANDY 
Convention Supervision 


One-Stop Service 4 
NEW YORK 18 DAYTON 2 DETROIT 11 PITTSBURGH 22 CHICAGO 1 HOLLYWOOD 28 
CES 1775 Broadway 310 Talbott Bidg. 2821 E. Grand Bivd. Gateway Center 230 N. Michigan Ave. 1402 Ridgewood Place 


